


SEPTEMBER 10, 1931 


“The Hardware Dealers’ Magazine” 
PUBLISHED EVERY THURSDAY 


AN ARMS SET-UP 
THAT MAKES REAL 
MARGIN POSSIBLE 


HE WINCHESTER policy on guns takes care, 

at one and the same time, of the customer’s 
need for lower retail prices and the dealer’s need 
for a larger margin in his gun department. 









Now is the time to profit from this new Win- 
chester set-up. The shooting season is here. 
And lower retail prices will appeal not only to 
all shooters who want the best rifle or shotgun 
but to many who have not felt before they 
could afford a Winchester. | 


Sell Winchester Staynless Ammunition with the 
Winchester line of arms. They are made for 
each other. 





WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 








A dependable carton 








Label you can See and Read 


Today, one of the first requirements of successful SERVICE 
retailing is a clean attractive store, with neat shelves Q UALITY 


ACCURACY 


and merchandise that catches the customer’s eye. 


Your stock of (8) products fulfills these selling reé 
quirements perfectly. Packed in substantial soil- 
proof cartons and marked with attractive, easy-to- 
read labels Buffalo Bolts and Nuts dress up the store 
in a modern way. Their unique labels save time and 


errors. 


products never vary from that traditional quality 
and accuracy which have made them leaders for 


years. 


Complete stocks available for immediate delivery. 


BUFFALO BOLT Co. 
NORTH TONAWANDA, N. Y. 
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TWO GOOD TOOLS 


for 


General Woodwork 





HESE two tools form a real selling combination— 
the No. 22 Solid Center Auger Bit and the 
No. 220 Chisel—the former noted for its all-around use- 
fulness and the latter for its long-lived, keen cutting edge. 


Every hardware dealer who hands these tools over his 
counter can feel proud of them. He knows that they 
look like the champions they are, and better than that— 
they act like it. He knows, also, that his customer will be 
satisfied and will have a high feeling of regard for his 
store once these tools are put to work. 


Besides building good will, the dealer builds his profit 
account when he sells Greenlee Tools. Built only as prod- 
ucts of high quality, these bits and chisels are out of the 
“cut-rate” class and yield a fair margin of profit. 
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Every hardware man who wants to feel sure of satisfying 
his customers should stock Greenlee Chisels and Auger 
Bits. It will pay him in the long run. Write today for 
literature, prices and discounts, and give the name of 
your jobber. 





THE GREEN MARK — A QUALITY GUARANTEE — IS ON EVERY GREENLEE BIT AND CHISEL 


DISTRICT SALES OFFICES: 


New York: 53 Warren St. Nashville: 606 Cotton States Bldg. Seattle: L. C. Smith Bldg. 
Boston: 34-38 Binford St. San Francisco: Sheldon Bldg. Vancouver: 2808 39th Ave. W. 
Philadelphia: 1209 Olive St. Los Angeles: 1301 Washington Bldg. Montreal: 129 St. Peter St. 






Tools that 
Stay Sold: 


(SREENLEE TOOLS 


Greenlee Fool Co., Rockford, 7). 
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This novel counter display holds 
the 3 size 114% hammers shown 
above, plus one size 12—No. HF82. 
Showsold prices and the new. Free 


4 


ut with “Orphan” hammers— 


greatest hammer value 


















here is the 





ever offered! 


Autograf AN11%—Now ®1.50; was $2.00 


OU can’t go along with a wide assortment of orphan 
hammers, buying every so-called bargain that 
comes along, and make money on your hammer stock. 
Remember, it’s the last hammer in the dozen that 
gives you your profit—provided you get your full 
margin for all 12. And if those last 2 or 3 so-called 
bargains kick around long enough, you just can’t get 
back the money you invested, plus your overhead. 
Right now you need to get down to a clean stock 
of the staple items that sell, and repeat. 

Plumb has shown the way with a drastic conserva- 
tion plan that eliminates the intermediate grades and 
offers only the fast-selling hammers for which there 
is a definite market. 

Three hammers, all substantially reduced from 
former prices, give you a stock from which you will 
fill every call for size 11% hammers. 

For a sales leader: HF81 at $1.00. Advertised and 
sold for years at $1.50. It takes the place of a 
dozen items in your stock, and it outsells them all. 

For tool lovers: Autograf AN11%—Octagon pattern. 
Now $1.50, reduced from $2.00. 

For the low-priced trade: P. T. Co. 145—The cheap- 
est hammer worth selling. Now 65c, reduced from 75c. 

That’s all you need: Three hammers which have 
been popularized by years of advertising. 

Check your stock and get rid of the “orphans”. 
Ask your jobber. 
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FAYETTE R. PLUMB, Inc., Philadelphia, U. S. A. 


PLUMB 


DOUBLE LIFE 





ith d ham ked i 
2 complete unit. Dealer cont $7.70. Hammers Hatchets 
ber for Plumb Hammer Unit No.2. Files Sledges Axes 
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NOW..... 


Hardware Dealers 


YOU CAN OBTAIN THROUGH 
YOUR HARDWARE JOBBER 
THE NATIONALLY ACCEPTED 
—NATIONALLY ADVERTISED 





STEWART 








WARNER 








Sve bie 
RADIO 








and sell it to the MASSES at the Lowest 


Prices ever quoted 


Lhe GREATEST combination of sales and profit 
advantages ever offered hardware dealers by any 
radio manufacturer is now at your disposal, in the new 
Stewart-Warner Silver Jubilee Line. 


Yor here is radio backed by a name famous for quality all 
over the world—sets that are easier to sell because bet- 
ter known—nationally accepted—nationally advertised! 


Here are sets of outstanding performance —with the 
very latest, most advanced equipment, including tele- 
vision terminals and short wave converters which afford 
the big new thrill of world-wide reception — permit 
tuning in foreign stations, ships at sea, airplanes and 
police calls of all the big cities. 





STEWART-WARNER 
Short Wave Converter 


An individual unit which converts practically 
any A. C. or battery operated set into a short 
wave receiver for World-Wide reception. Only 
one dial. No aya interchanging of coils. 
Only 94 inches high, 1114 

inches wide, 8 inches deep. $ 23° 


Complete with tubes 
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on Quality Sets! 


Here are sets that are sensationally low priced! Because 
of Stewart-Warner’s huge production facilities Silver 
Jubilee Radios are sold at the lowest prices ever quoted 
on sets of comparable quality. 

And now you can buy them from established Wholesale 
Hardware Jobbers! A convenience never before offered 
by a maker of nationally known radios. 


Don’t sell just radio. Sell Stewart-Warner Radio — and 
cash in on world-wide reception and all the other big 
features obtainable at the price, im these sets ONLY! 
Ask your hardware jobber at once for details of the 
franchise, the fairest one inthe industry. Stewart-Warner 
Corporation, Chicago, IIll., U. S. A. 


Midget Models $34.95 Up 


Complete with tubes 


Line Includes: 10 Console, Portable and 
Midget Models for A. C., D. C. or battery 
operation. Includes 5 consoles with built-in 
Short Wave Converters. Also separate Short 
Wave Converter shown opposite. Priced 
from $23.95 to $104.75.Complete with tubes. - 








AS MODERN AS TOMORROW 
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Russwin Door Closers are equipped with a dual control valve giving 
positive control of door from full open position to the latching 
point.—The speed valve is used to increase or decrease 
speed of door.—The quiet closing valve eliminates 


the impact of door against jamb.—Russwin Door 
QUIET CLOSING 
ADJUSTMENT 






Closers can also be adjusted to allow the 
door to travel swiftly from full open 
position to within a few inches of 
the jamb—closing softly and 


quietly from this point on. )  DISTINCTIVI 
HARDWARI 





SPEED ADJUSTMENT 


RUSSELL & ERWIN MANUFACTURING COMPANY (THE AMERICAN HARDWARE CORPORATION, SUCCESSOR) 


New Britain, Connecticut New York Chicago London 
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FEDERAL 
ROASTEIR 


i ‘ i} 
MA’, ‘ALL PORCELAIN ENAMEL STEEL) . J) 

















QUALITY—AT LOWEST IN HISTORY PRICES ORDER 


Aline built to meet present conditions, to undersell anything of equal size and quality. 
From the standpoint of beauty each roaster wins instant admiration! From the 
standpoint of size each family can be served. From the standpoint of lowest F R O M 
in history prices—this line is simply irresistible. No possibility of sales slipping 


away from you when you have this line. 
10 POINTS OF SUPERIORITY Y O U R 


1 Deep shape. Scientifically constructed self- 6 Allows ample room for potatoes and other 
basting drip top and deep bottom. vegetables around roast. 
All Porcelain | steel, sanitary, durable. 7 Gracefully rounded—no sharp corners. O B B F R 
Non-absorbing surface, therefore no tastes 0... Catia tiniest bn ee 
or odors from previous roasts. ond ted ~ P bott 
“Easy to clean as china.” eens ee r _— He is prepared to supply you. 


Allows ample room for legs of fowl without 9 Welded handl if ' Get started today. 
crowding. 10 Self-Basting—Self-Browning. 


FEDERAL ENAMELING & STAMPING CO., PITTSBURGH, PA. 


“The World's Largest Manufacturer of Enameled Kitchenware” 
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tell the mtihanic 
the iftovence 


Ihe cost shouts 
thew the same story 


at the onl while svat 









you would find it an 

interesting experience 
to watch mechanics at 
work in an industrial 


plant with Nicholson 
and Black Diamond Files. 










A dozen strokes will tell them that they are 
using superior files and the cost sheets will 
tell the same story to the purchasing agent 
at the end of the month. 
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Our 







customers 
get hatte 


vevwiallte 










There are any number of reasons for the lead- 
ership of Nicholson and Black Diamond Files. 


These reasons have made the Nicholson and 
Black Diamond Files the most popular files 
in the world. 


Your jobber can supply you 





OLs, x 
sSe% — 
U.S.A. NICHOLSON FILE COMPANY Re 
Providence Factory Providence, R.1.,U.S.A. Philadelphia Factory 
G. & H. BARNETT CoQ. 


NICHOLSON FILE CO. 





es A FILE FOR EVERY PURPOSE 
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What 
WATERPROOFING 
Really Means 


The greatest improvement in modern Manila Rope is the water- 
proof feature and its advantages are numerous. 





It makes it easy to handle in all kinds of weather and under 
all conditions. The tug-boatman, ready to throw a Columbian line 
can handle it just as easy, whether it has“been soaked for hours or 
if it is dry. 

Waterproofing keeps out the germs of decay and rot which 
usually enter with moisture. 


It makes a rope retain its flexibility even though wet. 





It contributes toward the non-kinking property of a correctly 
balanced rope. 


It adds to the life and service of the rope. 


The Columbian Rope Company has perfected a method of 
waterproofing the individual fibres which retards the entrance of 
moisture into the rope and greatly reduces the tendency of the 
fibres to swell. The result is a rope which remains flexible and in 
good working condition even after immersion in water for an indefi- 
nite period. 
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In addition, Columbian is properly lubricated to reduce the 
friction of the fibre and yarns against one another when in actual 
use. This feature gives to Columbian Tape-Marked Rope that long 
life and durability which makes it the envy of the industry. 


Order Columbian from your Jobber. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches: New York, Chicago, Boston, New Orleans 


TAPE MARK ROPE 


URE MANILA 





Satisfy yourself as to 
the value of Columbian 
waterproofing. Send for 
the new Flexibility folder 
and try the test yourself. 


COLUM 
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Farmers know CAMBRIA FENCE 






as a Quality product. . 


at hand. Prepare to meet the coming demand for fence by securing a stock of Cambria Fence in a 


The fall buying season is close 


full range of styles and sizes. . . CAMBRIA FENCE is strong and sturdy, built to last. It is 
known among farmers as a quality product and a sound investment 














because of the many years of service that it gives. . . CAMBRIA FENCE 
is a woven-wire, hinge joint, cut-stay field fence. Full-gauge wire 
is used in its manufacture. The heavy 
coating of zinc, applied to the wire by a 
special process, does not crack, flake or 
peel. The fence can be tightly stretched 





and still retain its shape because the Flexo Joint and the 


Tension Curve give it resilience, strength and flexibility. 


BETHLEHEM STEEL FENCE POSTS 


are made from high-carbon new-billet steel and are 
produced in angle and tee sections, in both punched 
and self-fastener types. They will give many years of 


service as a result of their unusual strength and durability. 


Bethlehem Steel Fence Posts greatly simplify the erection of 


the fence and may be used again and again. Their use with 


Cambria Fence is strongly recommended. 
\ 


STUDDED OMEGA “U”’ FENCE POSTS 
The Omega or ‘‘U’’-shaped section runs through the entire length of this,post. 
The two parallel sides provide double strength. The fence wires are locked securely 
to the post by means of seven wire clips. High-quality rail steel is used in studded 


Omega ‘“‘U’’ Fence Posts. 


OTHER BETHLEHEM WIRE PRODUCTS: Other Bethlehem products of interest to the 
Hardware Dealer include: Wire, Barbed Wire, Nails, Staples, BaleTies and Spring Wire. 


LITERATURE: Write for our Catalog 8-D, describing Cambria Fence and other wire 
products, and Bethlehem Steel Fence Posts. Also Folder 227, describing Studded 





Omega ‘'U"’ Fence posts. 


BETHLEHEM STEEL COMPANY —— Bethlehem Steel Fence Posts, above, 
General Offices: Bethlehem, Pa. pETHLEHEN left and center—Angle and Tee Sections—supplied in bcth punched 
ahaa and self-fastener types. Studded Omega ‘‘U’’ Fence Posts, above, 


District Offices: New York, Boston, Philadelphia, Balti- to the right—Supplied with wire Clips. 
more, Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, 
Cincinnati, Detroit, Chicago, St. Louis. 


cio: § BETH LEHEM 


Export Distributor: Bethlehem Steel Export Corporation, 
25 Broadway, New York City. 
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Without the Help of the 


MORATORIUM 
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WE’RE MAKING MONEY 
because we make money 


for PHARIS DISTRIBUTORS 


EW tire manufacturers can point to the 
successful record enjoyed by Pharis during 


















these trying times. 


Pharis has kept on progressing. Its distributors 
are making money. : 


Working day and night, three shifts of skilled 
workmen ceaselessly turn out the finest quality 


Bees! EME oe Oe ie a ee 


first-line tires that money can buy. And Pharis 
distribution methods, practical economies, and 
simplified selling methods make it possible for 
PHARIS Roadgripper TIRES and Tubes to be 
sold at prices hitherto thought impossible. 


Hardware dealers find in PHARIS the affirma- 
tive answer to the question: “Will this tire give 





me quick turnover and 






a good profit?” 
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MORE PROOF 
OF PHARIS 
PROGRESS 










THE PHARIS TIRE & RUBBER CO., Newark, Ohio 


12 HARDWARE AGE 











| 
a 
| 
a 
i 


Ue cats 


PR 














“THE STRONGEST, SIMPLEST 
PIPE WRENCH MADE" 


The more a man knows about pipe wrenches the easier you 
can sell him a Walco. Show him how simply itis made—only 
four parts. Emphasize the fact that the working parts are all 
forged for strength and that the jaw and bar are specially 


heat-treated for extra toughness. ° 


Sell him the Walco as the strongest pipe wrench made— 


because that is a fact, too—and he'll stay sold. 







Walworth Company, General Sales Offices: 60 East 42nd St., New York 
. « « Distributors in Principal Cities of the World... 





Handy, comfortable rub- 
ber grips are now available 
in separate cartons for the 
popular 10°’ and 14” sizes. 
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COPPERHEADS Short... Long... Long-Rifle 
SPEEDST Solid Bullet or Hollow Point 
acy Black Case... Coppered Bullet 










SPEED... that’s it... .speed. Walloping, zipping speed. Speed that’s even 
faster than sound, which travels at a fifth-of-a-mile-a-second clip. @ And 
trim... that’s it...trim. From slick black case to glistening coppered 
bullet. Smart, clean-cut .22’s with lots of eye-appeal. @ Self-Cleaning (non- 
corrosive) priming, of course. @ Packed in distinctive black-and-copper 
boxes. @ Stock U.S. Copperhead Speedsters. The fellow on the other side of 
the counter wants them ... wants their speed, their power, their good looks. 






















UNITED STATES CARTRIDGE COMPANY, 111 BROADWAY,-NEW YORK, N. Y. 
General Selling Agents: 


National Lead Co., Buffalo, Chicago, St. Louis, Cincinnati, San Francisco, New York; National-Boston Lead Co., Boston; 
John T. Lewis & Bros. Co., Philadelphia; Merchants Hardware, Limited, Calgary, Alberta, and Winnipeg, Manitoba, Canada. 





There’s a U. S. Shot-Shell or Cart- 
ridge for every shooting purpose... 
for every shooter’s purse...including 


SHOT-SHELLS: Ajax Heavies, the long-range loads 
that are ‘‘packed with the power of the thunderbolt”; 
Climax Heavies, the medium- priced, long-range shells 
that are the “‘Ajax Heavies” of their class; Climax, the 
old standby for field, traps and skeet; Defiance, the shell 
that gives a whale of a lot of shooting for little money. 
METALLICS: The famous .22 N.R. A. winner of cham- 
pionships the world over; Improved Thirty-Thirties 
and other hig-game cartridges that give “speed with 
WEIGHT behind it’’; Self-Cleaning rim-fires and 
center-fires that keep rifle barrels ‘clean as a whistle”’. 
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THIS DISPLAY 
be 2 =/Mpvere , | 
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COMPLETE WITH 
TRANSFORMER STATION 


This dynamic display litho- 
graphed in full color is full of 
life and action. Stands 27 
inches high, 28 inches wide. 
It consists of 3 steps, so 
arranged, as to display the 
entire’ Winner” line in a min- 


ERLE ER SEE ya IP IES AROS 


imum of space with maximum 
attention value. It is suitable [ 
for use on the counter or ina 


window. 
* 


Unparalleled Sales Vishume 


With WINNER Electric Trains 


laeeieaaniaii ait The greatest selling line of moderate price electric train 
“Winner” train in a dem- outfits in the world. They sell on sight! Handsome, colorful 
na aah “aspen trains with both steam-type and electric locos. Built of the 
$3 cave, The encter fo the finest materials—built to last—built to stay sold. Just like 


“Winner” testis tose & real railroad trains except in size. . 








sturdier, more durable 


and powerful than the mo- Order a complete stock of “WINNERS”. You will sell them 
8 a Soma all with the store display featured above —and you will 


anywhere near this price. 





reorder! That’s a prediction! - > > ORDER STOCK NOW! 


Distributed by THE LIONEL CORPORATION .. . 15 East 26th Street, New York, N. Y. 
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“LIONEL 
TRAINS 


Real 


says Bob Butterfield 


Engineer of the Twentieth Century Limited 


ASIEN Silene 2082 


Real—true - to - life — perfect — masterful 
copies of actual railroad trains and rail- 
way equipment. Give your trade the 
best—give them LIONEL. Leading rail- 
road executives and engineers have all 
declared LIONEL trains to be the finest 
model electric trains made today. See 
that your stocks are complete, for we 
promise you the biggest LIONEL train 
business in your history. Below we fea- 
ture a few of the many new LIONEL 
accessories. Add them to your line. 

Now Ready. The new 1931 Lionel Catalog showing the 


complete line of trains and accessories. Send for it. 


The Lionel Corp., 15 E. 26 St., N. Y. City 


Lionel Midwest Branch 
Merchandise Mart, Room 1428 Ha 
Chicago, Ill. . 


Lionel Canadian Branch 
rold F. Ritchie & Co., Ltd. 
Toronto and Branches 





Lionel West Coast Branch 
M. Sweyd & Son, Representative 
718 Mission St., San Francisco, Cal. 





Lionel No. 820 New Flood Light car for ‘‘O’’ Gauge 
track. These flood lights are adjustable at any angle 
and throw a strong beam of light. Current for 
lights is picked up from third rail. Retail Price $4.00. 
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Lionel Model Electric Trains 
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Here is Bob Butterfield, Engineer of the 20th Century Limited, one of the many 
railroad engineers who has said “‘ Lionel trains are the trains we buy for our boys.’” 
Photo shows Bob Butterfield with his grandson, Bob Butterfield, 3rd, and Lionel’s 
latest giant steam type loco No. 4#00E. 


















Lionel No. 92 Flood 
Light Tower, abrand 
new item. These 
flood lights are ad- 
justable. Reflectors 
are highly polished 
and will throw a 
strong beam of light 
twenty inches high. 
Including 2 Bulbs. 


Lionel No. 114. Railroad Station. A brand 
Retail Price $5.00. 


new station—an architectural gem. Illumi- 
nated inside and outside. The roof has a 
grilled skylight for access to interior of sta- ° 
tion. Retail Price $15.00. Other new stations 
of similar type $7.50 and $10.00. 








Lionel Steam Type Outfit No. 236 with reversible loco, 
and tender; two illuminated Pullman cars; one illumi- 
nated Observation car; one warning signal; ‘‘Lockon” 
ion and y track. Retail Price $15.00. 








and Accessories . .. Lionel Multivolt Transformers 
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Shoots Customers Your Way 


H &R “FOLDING” 


Mr. Dealer, Carry the Shot Gun 
the Motorist Likes to Carry 


Now-a-days men and boys who hunt usually motor to the woods and bays. They like 
this Gun, because it folds up compactly and occupies little space in the car. Can also 
be taken in a suitcase. No detachable parts to become lost or mislaid. Ball and spring 
device (patent applied for) limits movement of barrel to normal position, except when 
desired to fold gun. Now available in two weights. Light frame in 410-12 m/m, 
14 m/m and 28 Gauge, with 22-in. Barrel, weighing about 4% pounds. Heavy frame 
in 12, 16 and 20 Gauges and 410-12 m/m, with 26-in. Barrel, weighing 5% to 6% 
pounds. Stock, fine black walnut; flexible hard rubber butt plate. Retails profitably 
at $12.00. Weather-proof carrying case $1.75 extra. Well-advertised—demand already 
created. Order through your jobber. 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASSACHUSETTS, U. S. A. --~ 




















MONARCH 
WHEEL GOODS 


ONARCH—The line that is different, replete with new items that 
have a wonderful sales appeal. 


@ Children’s Vehicles with new and improved designs of sturdy construc- 
tion to withstand hard play and with that fine finish that is a mark of 


quality. 
WAGONS—SCOOTERS—PEDAL CARS—VELOCIPEDES 
BABY WALKERS—SAFETY CYCLES—BARROWS—etce. 
@ In all fairness to yourself you should see the Monarch line before placing 
your specifications. 


@ Good buying judgment dictates that you place your orders NOW. Late 
buying means uncertain deliveries. 


Send for catalog and prices 
THE MONARCH PRODUCTS COMPANY 
TIFFIN, OHIO 
Bert Scheuer New York Office, 45 E. 17th Street Harold Scheuer 
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THE 


AMMUNITION 


SEASON 


1S 


ENCREASE your 
Shell Sales by teaturing 


the SIMPLIFIED 


TH the ammunition season at hand, 

now is the time to be sure that your 
stock is in shape to permit you to do the largest 
possible. volume of business. 


Western ammunition is the line that is fea- 
tured by many of the stores that are doing the 
biggest business in shells and cartridges. 


First—Because it is the SIMPLIFIED line. 
Western Xpert, Field and Super-X shells 
cover every hunting need. 


Second—Because the Western line gives 
you a featured leader in each class of shot- 
ammunition—Xpert, a quality, all- 
round load that sells at an attractive price 
—Field, a high-grade load that has been 
winning championships for more than 20 
years—and Super-X, the largest-selling, 
long range duck load on the market. 
Third—Because each of these featured 
leaders is heavily advertised to the shooters 
in your immediate locality and the farmers 


Western Cartripce ComPpANY 
935 Hunter Ave., East Alton, Illinois 


in your trading area. Look for Western 
advertising in the leading Outdoor maga- 
zines and National Farm papers. A few of 
Western's endless stream of advertise- 
ments are reproduced here at the right. 
The colorful Window Display piece shown 
below will be sent free, on request. 


It pays to stock and push Western shotshells 
and Western cartridges. The new Super-X 
long range .22's are the sensation of the year! 
Lubaloy center-fire cartridges are first choice 
among big game hunters. 


With Western youcan handle all of your shell 
and cartridge business with a smaller stock 
—a smaller investment — quicker turnover— 


and larger profits ! 


Write for a copy of the Western Sales Help 
Booklet showing the various kinds of adver- 
tising material furnished without charge. A 
post card will bring it, also the name of the 
Western jobber nearest you. 


Toston 


Line: 


SHELLS AND CARTRIDGE 
For every Kind of Shooting 


All Western Shells 
now have 
NON-CORROSIVE 
PRIME 


Look to 
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Slow Motion Camera Proves the 


GREATER 
SHOCKING POWER |; 


_ of the World’s Fastest-Selling .22 Cartridges 


Effect of .22 with Hard Lead Bullet 


Enlargement from high speed moving picture film, showing 
how ordinary sealed can of condensed milk jumped when hit 
by a hard lead L. R. .22 solid bullet similar in weight and 
velocity to the L. R.”.22 Super-X bullet. The hard lead bullet 
passed right through the.can, with very little damage. [he 
can jumped barely 2 feet into the air. Large white spot shows 
position of can 1/10th second after bullet struck. 


When a cartridge demonstrates its 
greater SMASHING POWER as con- 
clusively as is shown in these actual 
photographs it’s not surprising that 
dealers selling it are doubling and trip- 
ling their cartridge business. 

Here's proof of the greater killing power 
of Western's new Super-X long —_ 
22's. The pictures, made with a 
speed moving picture camera, show *a 
effect of a Super-X L. R. .22 cartridge 
upon an ordinary sealed can of con- 
densed milk, compared with the effect 
of a hard bullet L. R. .22 of similar 
weight and velocity. 

The hard bullet .22 passed right thru 
the can with little damage. The can 
jumped barely 2 feet when struck. 
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But look what the Super-X .22 did! The 
can jumped nearly 6 feet into the air— 
was blown wide open—milk splattered 
20 feet in every direction! 

Stopping Power, not penetration, makes 
a .22 an effective game cartridge. 
Super-X .22's expand soon after they 
begin to penetrate, giving greater 
shocking power for small game and pest 
shooting. Hard bullet .22's penetrate 
without expanding. 

Super-X is really AN ALL-ROUND 
CARTRIDGE, giving higher velocity 
and greater shocking power than any 
other .22 on the market. Super-Accuracy 
for target shooting. 
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Effect of Super-X Long Range .22 


Compare this picture with the one on the left. Note the 


* much greater destructiveness of the Super-X L. R. .22 solid 


bullet. It knocked the can nearly 6 feet into the air! Blew it 
wide open! Splattered milk 20 feet in every direction! Large 
white spot shows position of can 1/10 second after bullet 
struck. The much greater destructiveness of the Super-X 
bullet is due to its terrific speed and special composition lead, 
which make it flatten out soon after it begins to penetrate. 
The Super-X bullet expends its force within the object struck. 


50% More Power—26% More Speed 


Even more in some sizes—made possible by West- 
ern’s exclusive new Double Action powder, with- 
out dangerous increase in pressure. Super-X .22's 
can be used with safety in any standard rifle. 

The shells are Nickel Plated! The greaseless Luba- 
loy-coated bullets glisten like gold! The report is a 
louder, sharper CRACK—more like a high power 
cartridge. Non-Corrosive Priming keeps the rifle 
bore as bright as new. They are made in .22 Short, 
Long, Long Rifle and W. R. F.—with solid or 
hollow-point bullets. 

There's more .22 business this year than ever. 
Dealers selling Super-X long range .22's are getting 
the lion’s share of this business. A postcard will 
bring complete details 

and the name of your 

nearest Western jobber. 


WesTeRN CARTRIDGE Company, 955 Hunter Ave., East Alton, IIl. 
Branch Offices: Jersey City, N. J., San Francisco, Cal. 
/ & 
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Long Range .22's 








Co-operation 


The Key to 
Business Revival 









HIS is the time of all times when the shrewd 
retail merchant should put his selling ef- 
E fort strongly behind those specialty items that 
B| are co-operating with him in creating consumer : —— oe, vee 
demand. = Boa N 

got , PANIO 
For over 25 years Daisy Air Rifles have been th YOUTHS COMP 


: : ' é bined with |e 
backed by strong, consistent national advertis- A pe " Ci ) {\ 
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/ ing. Business depressions may come and go, 
but Daisy advertising goes steadily on, educat- 
ing the boys of America in the wholesome 
sport and training of marksmanship. 

This year, in spite of the times, Daisy ad- 
vertising takes no backward step, but rather 
increases both in volume and interest. 

Full pages in colors in such magazines as 
American Boy, Boys’ Life, Open Road, as well 
as pages in Popular Mechanics, Popular Science 
Monthly, and other well known magazines, 
reach the constantly increasing boy market 
with a strong selling message that will bring 
them to your store asking for Daisy Air Rifles. 

There is no shortage in the boy crop this 
year—ten million boys ofthe Daisy age, and 
more coming along every month. A lot of 
these boys live near you, and they read Daisy 
advertising, too. 

Why not check up your stock of Daisys and 
order from your jobber, if your supply is low. 
Write us for display material to tie up with 
our national advertising. 


DAISY MANUFACTURING COMPANY 
Plymouth, Michigan,. U.S. A. 


Paciric Coast Brancn: 
Phil B. Bekeart Co., Mgrs., 717 Market St. 
San Francisco, Calif. 


SouTHErRN REPRESENTATIVES: 
Louis Williams & Co., 511 Exchange Bldg., Nashville, Tenn. 


Export Orrice:—44 Whitehall St., New York City 


BULLSEYE 


Bulls Eye Steel Air Rifle Shot, “The 
kind the boys prefer.’’ We recommend 
the use of Bulls Eye Steel Shot with 
Daisy Air Rifles. 


DAT S A reproduction of the first color 
page in our new series, “Famous 

Marksmen of History.’’ Watch for 

it in the October issues of the 

AIR RI F iy FE Ss above magazines. Over a million 
boys will see this attractive page. 
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MONTAGUE 


The World’s Favorite Split-bamboo Rods 





1 a me ae oe 

















Montague Trail Fiy Rod. 
U. 8. Winner of 1930 
Field & Stream brook 
trout contest. 


P 
Fishing ods 
Sell Atways! 


For Fresh Water 


PULAR 


Best Values 
More Profits 


Every season . . . regardless of the 
times, the weather, competition .. . 
Montague Split-bamboo Rods lead 
the world in popularity. To every 
jobber, every dealer, insuring a de- 
pendable large volume of sales and 
good profits. 


1932 Best Sellers 
Check up NOW. Plan for a big- 


ger fishing rod business next year, 
with Montague world’s favorite 
split-bamboo rods. 


The Montague line for 1932, com- 
pletely restyled, is now being shown 
by Montague’s road men. More at- 
tractive than ever, still better values, 
you will want your stock early and 
you will want to push it hard! In 
every good fishing section, from 
Maine’s Grand Lakes to California’s 
Eel River, and from Minnesota’s 
Lake of the Woods to the long 
Laguna Madre on the South Texas 
Coast, Montague popular rods at 
popular prices will be first in de- 
mand, as usual. 


Consult us now about your 1932 
fishing rod stock. 


MONTAGUE 


ROD AND REEL COMPANY 


World’s Largest Manufacturers of 
Split-bamboo Rods 


Drawer A-0-9, 
Montague City, Mass. 








| 
Rust ruins 
a gun barrel 


Hardware and Sporting Goods dealers 
who sell rifles and shotguns often hear 
of gun barrels being ruined by rust and 
pitting. These dangers can be easily 


avoided. 


HOPPE’S No. 9 


Nitro Powder Solvent 


is a real gun insurance. Its great 
value is that it quickly removes 
leading, which unless removed 
hides rust, and rust causes pit- 
ting. A pitted gun is worthless. 


Experts everywhere’ use 
HOPPE’S No. 9 after each day’s 
shooting, and lubricate ~ Movin 
parts with HOPPE’S LUBRICAT- 
ING OIL. Pieces so cleaned re- 
main in spotless and accurate con- 
dition. : 

- S > ms - = 


HOPPE’ 


LUBRICATING 


HOPPE’S No.9 is sold in 2-ounce 
bottles only. 


HOPPE’S LUBRICATING OIL 
is put up in 1 and 3 ounce oilers. 
Will not clog or gum. 


a 


Dealers who offer 
our One Dollar 
Packs — containing 
Bottle No. 9; Can 
of Oil, Tube of Gun 
Grease and cleaning 
patches—find them 
fast sellers. Every 
gunner who sees this 
Pack wants one. 


Constantly Advertised 


Ask Your Jobber 


We will send a supply of our 16-page Gun Cleaning Guide, 
imprinted with Dealer’s name, on request, 


FRANK A. HOPPE, Inc. 


2314-H N. 8th St. Philadelphia, Pa. 
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HERCULES, INFALLIBLE, AND HERCO SMOKELESS 















































HERCO SMOKELESS 


The favorite for long range shooting 





For heavy duck and goose loads or any long range 
shooting —Herco Smokeless is the shotgun powder to 
use. It drives shot harder and farther than any other-type 


of powder, and its uniformity is amazing. It is a ballistic achieve- 








ment, offering maximum range with minimum breech pressure. 


Herco Smokeless is loaded by all shot shell manufacturers. 


HERCULES POWDER,COMPANY 


INCORPORATED 


910 KING STREET, WILMINGTON, DELAWARE 
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MONEY TO SPEND 


When You Want It 


That is the appeal of the national advertising of Uncle Sam’s 
Register Bank, the favorite small change bank for 25 years. 
Over 1,000,000 homes now have them; millions more will buy 


them. Uncle Sam's Register Banks are 

strong, durable, accurate. The 

mechanism is guaranteed to last a 

lifetime if not mishandled. Capac- 

ity $50.00. A bell rings five times 
for quarters, twice for dimes, 
once for nickels. The amount 
registers on the face of the bank. 
Also takes pennies and bills. 
Locks securely. Opens auto- 
gee at $10.00. No keys to 
ose. 


Prices and° samples on re- 
quest. Order through your 
jobber. Stock now to meet 
increasing demand. 


Durable Toy & Novelty 
Corporation 
217 Fourth a aa 
New York, 
Established wd 
H. H. PAYSON, President 


BIGGER VALUE Se//s ovens 


Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 
ed—heat indicator—air circula- 
tion—heat deflector —two locks. 
Specify ‘*Nesco’’to your jobber. 
Nationat ENAMELING AND 
Stampinc Company, Inc. 
13-12th St., Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 





New! 


The Champion 
with 


SLIDING Tray 


Here’s a 16 inch tackle tox ion box, with a sliding (remov- 
able) tray, that’s as han ety & pocket in a shirt. Built of 
heavy steel, electric weld Paneled ends for rigid strength. 
Olive drab enamel, countersunk handle. Sturdy lock and 2 
side catches, cadmium plated. 5 


No. 2516, List Price $1. 
Packed 6 in a carton. Your usual discount. Order, NOW, a half or a 
dozen of these champion sellers—the long box at the short price 


Outing Mfg. Company, Elkhart, Indiana o 2 


Pacific Coast Representative: McDonald & Linforth, San Franeiseo, Calif. 








REEL 


$12.50 
Nn The A. F. 
Meisselbach 
Division of 
The General Industries Co. 


it W 
rp pelle yl 3136 Taylor Street, Elyria, Ohio 


300 Yds.—9-thread line 





FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 


French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 














from 


cower 


to 


cover — 


Every advertisement, story, 
editorial and market summary 
in HARDWARE AGE is valu- 
able to the man who is look- 
ing for the shortest road to 
success. 


Read HARDWARE AGE as a 
duty to yourself. 
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FOR THE CONTINUED ADVANCEMENT OF THE SMOKELESS POWDER INDUSTRY 


Du Pont Announces 


Burnside Laboratory 


The last vestige of powder manufacturing activities—dat- 
ing from 1802—disappears from the site of the first American 
powder mills, with the removal of the Brandywine Labora- 
tory, of the du Pont Company, from the banks of the Brandy- 
wine to the powder manufacturing plant at Carney’s Point, 
New Jersey. 








Since the laboratory will no longer be situated on the 
Brandywine, a change of name was thought advisable. Here- 
after it will be known as Burnside Laboratory—so called 
in recognition of the notable services of a man long connected 
with the du Pont organization—Charles F. Burnside. 












It is entirely fitting that the new laboratory should bear 
such a name—for the work carried on within its walls reflects 
the results of*his efforts. He was one of the pioneers in the 
development of smokeless powder in the United States. . . 
a ballistician of the highest order. . . an esteemed consultant 
of the ordnance organizations of the Allies during the late 
war. It is appropriate, therefore, that the Burnside Labora- 
tory should continue to strive for the improvement of smoke- 
less powder. 











Burnside Laboratory has been established in close prox- 
imity to the smokeless powder manufacturing plant—and 
a large area of land will be devoted to testing operations. 
There is no better combination than an experienced staff 
of powder experts and a new laboratory, containing the most 
modern testing equipment. 



















E. I. DU PONT DE NEMOURS & COMPANY. Ine. 


Smokeless Powder Department, Wilmington, Delaware 
Smokeless Shotgun Powders 


REG. U.S. PAT. OFF. REG. U.S. PAT. OFF 





For information on Target-Shooting, write to National Rifle Association, Barr Bldg., Washington, D. C.; 
on Trapshooting, to Amateur Trapshooting Association, Vandalia, Ohio, and on Skeet, 
to National Skeet Association, 108 Massachusetts Avenue, Boston, Mass. 
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CARBORUNDUM 
Sales tips No-1 


THE CARBORUNDUM COMPANY 
NIAGARA FALLS, N. Y. 


Consider the 
Manual Training 
Student 


HousANDs of these keen youths are using keen tools. 
They represent a great and growing market for the 
sale of Carborundum Brand Sharpening Stones. 
A good sharpening stone is an important tool in 
every school shop equipment. 

Such a stone as the Carborundum Brand Combination 
Stone—for sharpening plane bits, chisels, etc. Or the special 
extra hard, extra fine stone No. 156 for keeping a keen edge 
on fine carving tools. Or the manual training slip stone No. 
172 for putting an edge on gouges. Or the Carborundum Brand 
Pocket Stone No. 149—for small tools, pocket knives, etc. 

Many of these boys have their own pet kit of tools at 
home in their own work shops—here, too, they will of 
course need a set of Carborundum Brand Stones. 

There certainly is considerable sharpening stone business 
in this field. Why not go after it? 

And let’s also remind you that here also is a splendid 
market for Carborundum-Made Sanding Sheets for the 
finishing of woods and metals. 

Glad to help your sales with window display material— 
Send for your set. 





jE ADVICE OW 


OW TO SHARPEN 
WOOD-WORKING 
*-TOOLS-> 


Commant <0 This instructive book on Sharpening Wood 
Sonia Canad Working Tools for your distribution. 











CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 


( carsorunoum 1S A REGISTERED TRADE MARK OF THE CARBORUNDUM company ) 
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MAYDOLE 
NO. 2 
Shingling Type 






AVA A YDOLE 
Hatchets 


























| MAYDOLE 
NO. 2 
Claw Type 





AYDOLE announces a line of 

superior quality hatchets to retail 
at popular prices and limited to the popular 
selling sizes only. 


Maydole Hatchets incorporate many of the ad- 
vantages of the world-famous Maydole Ham- f The NORWICH 


The famous 
MAYDOLE Hammer 


mers—individually balanced; heads that will mere 
never come loose; handles of selected, straight 
grain, second growth hickory carefully seasoned; 
special Maydole finish. In addition the cutting 
edge and face of each hatchet is separately heat 
treated to produce a superior cutting edge and a 
durable face. It is typical Maydole craftsmanship 
throughout. 

Maydole Hatchets will make a profitable addition 
to the other Maydole tools that you are handling. 
And don’t forget that Maydole sells only through 
the legitimate hardware trade. 


Consult your jobber or write us direct. 


The new MAYDOLE 
Non-mushrooming 
cold chisel 








MAYDOLE improved 
Stillson Type Wrench 


DAVID MAYDOLE 
TOOL CORPORATION 


NORWICH, N. Y. 
TOOLS 
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THE EVEREADY WALLITE 


A beautiful, pull-chain light . . . looks exactly like a regular electric- 
light fixture. Finished in black or ivory, and trimmed with polished, 
lacquered brass. Can be put permanently in place, or hung on a 
hook and used as a portable. There is scarcely a home that can’t 
use three or four Wallites. 

Closets, garages, attics, boats, stairways, cellars, and summer 
cottages are only a few places that need Wallites. It is an ideal 
dome-light for losed aut bil An lent gift. Retails for 
$1.75, complete. 








EW IDEA! 








Electric lights that don’t need wires, 
fuses, plugs, or connections 





THERE is scarcely a customer comes into your 
store who doesn’t need Eveready Wireless- 
Electric Lights. There are plenty of places in 
every home that were overlooked when the 
house was wired. Those places should be 
lighted. But wiring means a lot of trouble 
and expense. 

Eveready Wireless-Electric Lights are the 
most satisfactory, economical way to brighten 
up dim, dusky corners—with power supplied by 
the new Eveready extra long life metal-seal 
Batteries. 

A big advertising campaign is appearing in 
The Saturday Evening Post, and a list of im- 
portant women’s magazines. It’s putting your 
customers in a receptivé mood . . . paving the 
way for sales ... in fact, as a result of this ad- 


vertising, thousands will be looking for these 


lights. Now is the time to get them on display. 
Ask your jobber today. 


NATIONAL CARBON COMPANY, INC. : 
General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York San Francisco 







Unit of Union Carbide UCC and Carbon Corporation 






* * * 


THE EVEREADY ELECTRIC CANDLE 


Display this where your customers caft pick it up. When they do— 
it will light. When they set it down, it goes out. That arouses their 
curiosity, and usually makes a sale. 

The Candle will also give a steady, permanent light. It is located 
in the dark by the shining, radium dots. Handsomely finished 
with a satiny, silvery gleam. 6% inches high. The lamp is housed 
in moonstone glass, and sheds a bright, yet mellow light. 

The Candle makes an ideal light for teleph ands, di 
tables, nurseries, guest-rooms, dressing-tables, summer cottages, 
and a score of convenient places. Ribbon marking on case covered 
by trade-mark. Retails for $1.75, complete. 
























THE GREATEST BATTERY IMPROVEMENT 
IN YEARS! 


No more wax-compound seals for Eveready Batteries! For the most 
efficient wax seal permits undue evaporation in a tiny cell. The 
mew Eveready extra long life Batteries have 
crack-proof, leak-proof metal seals! Not even 
a Houdini could escape from these batteries. 
GF Retail for ten cents each. 


EVEREADY 


WIRELESS-ELECTRIC 


LIGHT 
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With pride and pleasure 


WE ANNOUNCE 


the formation of 


AMES - BALDWIN - WYOMING 
SHOVEL CO. 


Ames-Baldwin-Wyoming Shovel Co. brings together, under one 










management, the shovel manufacturing properties and good will 
of such well-known makers as Ames Shovel & Tool Company, 
Baldwin Tool Works, Hubbard & Co., Pittsburgh Shovel Co. and 
The Wyoming Shovel Works. 


The possibilities of the combined resources . . . point to 
development work that should react markedly to the benefit of 
the trade and the users. 


oma 


Se tA <M 


©. S. ewes .inek commen vac eneacoemssremmsl 


WYOMING snout) 


~ ee 
EDGE 


SHOVELS 
AND 


PICKS 


















Me folks, interested in buying and selling shovels, have 
been kind enough to congratulate us, expressing the belief 


that much good can be accomplished. It will be. 


What we intend to do, and bear this in mind, please, is to proceed 
with business as usual. Buyers can secure their favorite brands 
from their accustomed sources. They can buy freely without any 
fear of discontinued brands and styles, or changes in any features. 
As time goes on, we will endeavor by education to eliminate any 
really unnecessary factors that only go to clog the machinery of 
distributor and manufacturer and serve no useful purpose for 
the user. For instance, one of our first aims will be to assist the 


trade in preventing wasteful duplication of inventory. 


By the same token, we will be alert to add worthy improvements. 
But they will have to be worth while . . . and not just something 


to do. But more of this later. 


AMES - BALDWIN: WYOMING 
SHOVEL CO. 


NORTH EASTON, MASS. 


Operating Plants in 


ALTON, ILLINOIS ANDERSON, INDIANA MONTPELIER, INDIANA NORTH EASTON, MASS. 
PARKERSBURG, W. VA. PITTSBURGH, PENNA. WYOMING, PENNA. 


























| Steel Sheets 


Are produced to meet exacting demands. 
These sheets combine good materials with 
skilled and experienced craftsmanship. 
When resistance to rust is important — specify 
Keystone Copper Steel. It gives an added meas- 
ure of service for roofing, siding, culverts, tanks, 
gutters, spouting, and all sheet metal work. 


AMERICAN products are supplied in Black and Galvanized 
Sheets, Electrical Sheets, Sheets for Special Purposes, USS 
Stainless and Heat Resisting Steel Sheets, and Tin and Terne 
Plates for all general and industrial uses. Send for booklets. 


American Sheet and Tin Plate Company 


GENERAL OFFICES: Frick Building, PITTSBURGH, PA. 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
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Single End 

rescent 
Wrench No. 
A18. The 
world’s most 
popular lowe 
priced wrench 
for general util- 
ity service. Has 
no end of uses. 
Absolutely de- 
pendable. Pol- 
ished finish. 
Size 8". Capac- 
ity 15/16". 
Retail price 


95° 


Crescent Hack 
Saw Frame No. 
1042. Adjusta- 
ble, nicely bal- 
ena made of 

eavy gauge 
steel. Biade 
tightened by 
turninghandle. 
Size 8 to 12” 
Depth of cut 
2 


ocail price 75 z 


For 


Less Ilhan 


ee 
























Motor Kit 
Combination 
No.G26. Ahi 

, hand 
ishedtoolmade 
of special steel. 


Accurately ma- 
chined; de- 
pone Snot 
ened. eets 
the most exact- 
ing requir2- 
ments: ickel 
lated, hand 
buffed. Size 6”. 
Capacity 1”. 


50° 


Crescent 
Screwdriver 

°. A 
general pur- 
pose tool for 
shop or home 
use. Blades har- 
dened full 
length: ferrule 
turned, not 
pressed. Hard 
maple handle 
cannot work 
loose. _ Blade 
length4".Over- 
all length 8%". 
gen of point 
ae 


a 


S$ & H Cold”; 
Chisel No. 160. { ~ 
Built to stand 
a lot of heavy 
service. Made 
of tool steel 
specially hard- 
ened and tem- 

red, with a 
een, tough %” 
cutting edge. 
Black enamel- 
ed, red head, 

lished point. 





h 5%”. 
Stock %" diam. 25° 


PLUS CRESCENT’S FULL GUARANTEE 









Z f 1 AR 
‘orged of spec- 
ial steel. Blades 
ground on spe- 
cial machines 
to insure keen, 
strong edge. 
Powerful lever- 
- Com fort- 
able handles, 
blue enameled, 
Retail price 


oe 


These tools carry a price appeal that assures wide popularity and 


many sales for you. 
the unconditional Crescent guarantee. 


should stock this line at once. 


to cash in on Crescent quality at popular prices. 
pocket. See your jobber today. 


CRESCENT TOOL COMPANY, Jamestown, N. Y. 


Moreover despite their low cost, every one carries 
Here is a double reason why you 
Don’t wait for the dealer across the street 
Put these profits in your 
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WASTED ENERGY 




















WHY NOT CONSERVE THIS ENERGY 


How much time does your customer spend 
using an old style galvanized Oil or Gasoline 
Can that requires tools to remove the filler cap? 


How much time do you spend trying to sell 
“Something just as good”? 


The New Way 
No Tools Required 





Show your customer the new EAGLE “Grip- 
Cap” galvanized Cans and the sale is made. 


The “Grip-Cap” eliminates the necessity of 
tools and loss of time in opening. 


Made in 1, 2 and 5 Gallon sizes. All sizes 


have 214” filler opening. 
Give your jobber a trial order today or write 


us for descriptive circulars. 


Eagle Manufacturing Co. 
Wellsburg, W. Va. 
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SELF-OILING 


Outstanding in the realms of pumpdom 
is the growing demand for reliable deep 
well pumping equipment. Drouth vic- 
tims everywhere are turning to deeper 
wells and larger volume of water as pro- 
tection against water shortage in the 
future. 

Myers Self-Oiling Deep Well Power 
Pumps are recognized for their eco- 
nomical and dependable pumping ser- 
vice. Many of their improvements are 
the result of long years of pump build- 
ing experience. They lend themselves 
to excellency of design and construc- 
tion, higher efficiency, lower operating 
costs and durability.-- 


A Style and Size 
For Every Service Up to 
Ten Thousand Gallons 
of Water Per Hour 


Compact, powerful units at lower 
price levels in a wide range of styles and 
sizes prove unusually attractive and 
profitable to dealers and distributors. 
Easy to install and operate, self-con- 
tained and care-free, they solve the 
water problem for the ordinary home 
or farm just as they do for broader ac- 
tivities where many thousands of gal- 
lons of water are consumed daily. 

Take advantage of the oppor- 
tunity this quality built line of- 
fers to increase your volume and 
cash in on a bigger pump busi- 
ness than you have ever experi- 
enced before. 


Write or Wire 


aan S. x. 


MYERS & BRO. 


COMPANY 
ASHLAND, OHIO 
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The Other Fellow’s Game 


pendent retail merchant is facing plenty of life 

in the era just ahead. His survival and success 
depend almost entirely on how he meets that com- 
petition. 

If he attempts to win by playing the other fellow’s 
game, his chances of success are bound to be slim. 
On the other hand, if he adapts his competitors’ 
strong points to his own game, he should easily win 
his fair share of both business and profit. 

To begin with, he must realize that profits are 
definitely tied up with expense; that regardless of 
how wide his margin may be, or how great his sales 
volume, if his expenses are too high, he cannot 
make a profit. Most independent merchants are in- 
clined to think that chain store success is entirely a 
matter of buying. They fail to realize that a large 
part of the chain store’s profit is made by keeping 
expenses at a low comparative level. 

If the average hardware merchant would keep his 
overhead on the same proportionate level as do the 
chain stores, he could afford to sell competitive mer- 
chandise at lower prices and still make a profit. 

To begin with, chain stores refuse to carry any 
merchandise which does not sell on a fairly rapid 
basis. Slow sellers are weeded out and never get 
back. In other words, the chain store’s first step in 
keeping down overhead, is that of careful intelligent 
selection of merchandise. They do not allow their 
merchandise to compete with itself. They avoid 
duplications. They select one profitable item for 
each particular purpose and sell that item. 

The chain executives know that it costs money to 
carry goods in stock; that overhead increases when 
sales are divided between several items having the 
same purpose; that “slow movers” offset the profits 
on “good sellers,” and that a low cost means little 
unless‘the goods can be sold within a reasonable 
period. There is much to buying, besides price. 

Tlie’ average hardware merchant spends too much 
time on the price angle of his buying and too little 


[ competition is the life of trade, the inde- 
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on the proper selection of stock. True, price is a 
factor and he faces price discrimination, but this 
can be largely overcome through using his knowl- 
edge to select the right goods. One-fifth of the 
average hardware stock is dead stock from the time 
of its purchase, due to improper selection and quan- 
tity. His price handicap is not that high. 

Now do not construe this to mean that we are 
advocating the type of buying which results in in- 
adequate stocks. Far from it. It is as dangerous to 
profits to under buy as to over buy. We are merely 
stressing the proper selection of goods, and the sys- 
tematic weeding out of dead items. At the same 
time we are advocating an increase in the number 
of items which can be sold at a profit and which 
move at a fairly rapid rate. We are advocating the 
buying of such items in quantities large enough to 
insure against outs. 

Chain stores make money by carrying variety 
with a minimum of duplication. At the same time 
they actually cut their overhead by having plenty of 
the items their customers want, because it costs 
money to spend valuable time explaining to cus- 
tomers why the godds they want are not in stock. 
Also it costs money to lose customers who are 
driven away by frequent outs. 

We haven’t mentioned how the chain cuts its over- 
head by using cheap help because we do not believe 
such a step is good economy in a hardware store. 
Cheap help can only be used to advantage with 
cheap competitive merchandise which requires no 
actual selling. Approximately 90 per cent of a good 
hardware stock is in merchandise which requires 
knowledge and salesmanship to move. The hard- 
ware merchant therefore should cut his sales over- 
head, not by employing cheap help but by educat- 
ing reasonably paid, intelligent employees to a point 
where they can more than earn their salaries. 

Price alone is the other fellow’s game. Yours is 
knowledge of hardware and the ability to render 
service. Let him play his game, you play yours. 
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A BILLION TO BURN 


the reduction of values, about restricting losses, 
have you heard anyone say anything about the 
billion dollars in money we pay yearly for fires? 

Half a billion for property damage and another 
half billion for fire fighting machines and men. 

A billion dollars is a pretty big bill for a nation 
to pay when it is complaining of being hard up. 

But that isn’t all. It isn’t even the important side 
of the matter. The loss of life, due to fires. will be 
about 10,000 this year. Ten thousand men, women 
and children killed by fire. More than half of those 
lives lost will be children’s lives, lives of that part 
of the population with the greatest prospective earn- 
ing capacity—to neglect the human element. 

What is a human life worth? Courts allot ver- 
dicts of many thousands of dollars for lives de- 
stroyed. Call a life worth $25,000. Ten thousand 
lives destroyed add a quarter billion of dollars 
more to the fire loss. Twenty thousand persons in- 
jured may well add another quarter billion. The 
cost of conflagration in this land of the big bonfire 
runs up to unbelievable figures and the chief thing 
most of us do about it is to talk. 


[ all the talk about business depression, about 


Talk or Prevention ?. 


Every year we liave Fire Prevention Week. _ It is 
a good idea to set apart such a week, but do we 
prevent fires that week? No, we only talk about it. 
We have speeches and pageants, parades and propa- 
ganda—and fires. We shall probably have 10,000 
fires during Fire Prevention Week and 200 people 
will be killed and twice that many injured by those 
fires. 

This year Fire Prevention Week may well be 
given particular significance by a great effort to 
reduce the number of fires. At the rate of a bil- 
lion a year, loss in life and property and injuries, 
a normal week’s loss would be equivalent to 2000 
handsome homes, worth $10,000 each. It would 
seem that we ought to be able to cut that loss in two 
for a single week by intensive effort. It would seem 
that we might then go on cutting it in two. All that 
is needed is increased care and decreased careless- 
ness. 

There is very often an attempt to inject an ele- 
ment of mystery into the origin of a fire. The prop- 
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erty owner declares he cannot understand how the 
fire got started. He hints at spontaneous combus- 
tion, or even at incendiarism. Sometimes he be- 
lieves what he is saying, but sometimes no one else 
believes it and perhaps the latter opinion is right. 
Just as we naturally seek to place the blame for our 
automobile accidents upon the other fellow or assert 
it was unavoidable, so we seek to pass the buck in 
the case of fire on our premises. 


How to Eseape Blame 


The best way to escape blame for a fire is to see 
that it does not start on any premises where we are 
responsible. 

Spontaneous or self-ignited fires consume prop- 


erty to the amount of $16,000,000 annually. But, 
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Frank Farrington, in_ this 


article, portrays the _ terrible 


consequences of the nation’s fire losses, both in life and property. 


though they may be declared unavoidable, there 
must be some one responsible for the oily rags or 
the paint-soaked overalls left in a closet or dark 
corner where oxidation of oil develops combustion. 

Electrical fires may be regarded as unavoidable 
and even inexplicable, and the resultant loss of 
$16,000,000 or more as inescapable. But some 
one left the flatiron on a combustible surface with 
the current turned on, or some one put in the defec- 
tive wiring or neglected its inspection. Incidentally, 
it may be said, the number of fires caused by defec- 
tive wiring is so small as to be comparatively neg- 
ligible. There is a human cause behind the electric 
fire—save that caused by lightning, and the $10,- 
000,000 annual loss due to that cause would be 
greatly reduced by proper rodding. 
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The general manager of the National Board of 
Fire Underwriters is responsible for the following: 

“That the people in general are not fully aware 
of the menace represented by the continued fire 
destruction is due to several reasons, among which 
is the fact that they do not appreciate the extensjve 
ramifications of losses by burning. Fire always 
results in throwing away of time and materials— 
for incinerated property can never be restored— 
and it takes out of circulation in productive chan- 


nels the tremendous aggregate of insurance pay- 


ments that otherwise would be devoted to promote 
commerce and industry. Furthermore, when 
burned structures are not rebuilt, the taxes they 
formerly paid must be prorated over the remaining 
properties and thus such losses add to taxes. They 
also increase tax levies by making necessary the 
maintenance of large fire departments with more 
expensive fire apparatus.” 

To this may be added the fact that heavy losses 
must necessarily force to a higher figure insurance 
rates, involve serious losses from business enter- 
prises whose total or partial idleness becomes com- 
pulsory, loss of wages to employees thrown out of 
work, even loss of an industry to a community 
where it is not rebuilt. It requires only a little 
imagination to follow the ramifications of a serious 
fire as it affects the financial welfare of individual 
after individual and community after community. 

Sometime ago The Nation’s Business declared, 
“We burnt enough buildings last year to make a 
solid row from New York to Denver. A train of 
railroad freight cars over seven miles long could 
hardly haul enough silver to pay for the property 
we burnt in one year.” 


The Causes of Fires 


There are six predominating causes of fire given 
by the National Board of Fire Underwriters. 

1. Matches and smokers’ materials. 

Total loss, $37,880,000. Prevention: Develop 
careful habits with matches and smokes. Prevent 
rubbish accumulation into which they may fall or 
be thrown. Put proper protection around inflam- 
mable and explosive materials. 

2. Defective chimneys and flues. 

(Continued on page 64) 
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A modern window display by Pryor- 
Davis, Portsmouth, N. H. 


They’ve Been 


Selling 
Hardware 
Since the 
Revolution 


by LLEW 8S. SOULE 


HE store building of the 
[ preersts Hardware Co., 

Portsmouth, N. H., was 
built just after the Revolutionary 
War. It has been essentially a 
hardware store from the time it 
was built. Today it numbers 
among its customers, many who 
are direct descendants of those 
who purchased their hardware 
needs from its first owner. 
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But while the store is old, the 
methods under which it is now 
operated, are modern and _ busi- 
ness is good. Paint accounts for 
one-third the total sales volume 
and is handled in a way that 
wins and holds trade. 

“Paint,” said Frank Pryor, 


os MRT 





“should be kept at an even tem- 
perature if possible. That’s why 
we carry our paint stock in that 
side room where it is cool in 
summer, and reasonably warm in 
winter. Oils in tanks accumulate 
sediment; that’s why we draw off 
all the oils at regular intervals 
and clean out the tanks. 

“People don’t like to wait for 
a clerk to draw a pint of turpen- 
tine or a quart of boiled oil” he 
went on. “Therefore we buy 
such items as oil, turps, shellac, 
alcohol, etc., in bulk and put it 
up in bottles. We label each bot- 
tle neatly and sell at a good 
profit. 

“We keep records of our paint 
jobs and can tell our customers 
what colérs and quantities were 
used for 25 years back. We use 
loose leaf ledgers and transfer 
the leaves yearly to binders ar- 
ranged alphabetically according 
to customers’ names. This also 
gives us a check on active ac- 
counts and tells us how long cus- 
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tomers have traded with us. 
Here’s the account of a corpora- 
tion president who has traded 
with us all his life. We sold 
goods to his father and grand- 
father before him. There are 
many active accounts on our 
books which date back over 50 
years.” 

The hardware business in 
Portsmouth, according to Mr. 
Pryor, depends somewhat on the 
tourist trade, although in an in- 
direct way. If there is a good 
tourist season, the hardware and 
paint business in the fall and the 
following spring is good. 

The history of the old store is 
in itself interesting. 

Back in the days of the 
“Revolution” there was money 
to be made through the outfitting 
and sailing of “Privateers”; 
armed ships which preyed on 
English commerce. Many in 
and around Portsmouth availed 
themselves of the opportunity, 
and it was rumored that a cer- 
tain Doctor Goddard, physician 
and speculator, had garnered a 
fairly decent fortune from pri- 
vateering sources. Be that as it 
may, when the war clouds finally 
cleared away, Doctor Goddard 
had money to invest. Evidently 
also the business of selling mer- 
chandise appealed to him. 

In those days practically all 
the manufactured merchandise 
used in the United States had to 
be shipped in from Europe. The 
merchant was importer as well 
as retailer. Goddard was no ex- 
ception to the rule. Being a 
canny soul, however, he disliked 
to risk his hard earned dollars 
on a single type of goods. He 
therefore sent to England for 
three retail stocks—drugs, hard- 
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This is the Pryor & Matthews store of 1890 after the front had been changed 
from that shown on the opposite page. 


ware and a smattering of dry 
goods. 

Meanwhile he built the store 
and built it to last. The corner 
post was 4 ft. x 4 ft., the floor 
joists and ceiling beams were 
hand hewn and placed close to- 
gether. Today those beams are 
as sound as when the builders 
put them in place. 

The goods arrived in due time, 
and the store opened for busi- 
ness. Hardware, however, proved 
a better seller than drugs and 
dry goods, and so gradually 
“Goddards” became an exclu- 
sively hardware store. The 
Pryor-Davis Hardware Co. is 
still selling hardware and paint 
over some of the old store’s orig- 
inal counters. 

Frank L. Pryor, present head 
of the Pryor-Davis Company, 
started to work in the old store 
in 1871. At that time the busi- 
ness was conducted by John H. 
Bailey. For 60 years Frank 
Pryor has stuck at the job, going 
through all the stages from store 
“flunkey” to owner. Did I say 
60 years? He doesn’t look it. 


His smile is as ready as that of 
a boy; there’s a snappy twinkle 
in his eyes, and he has his full 
share of native humor. 

He laughed as he related inci- 
dents of his eight years’ service 
under John H. Bailey. “The 
boss was a stickler for strict obe- 
dience,” he said. “We were sup- 
posed to do exactly as he said. 
One day when I was up on the 
second floor he called to me: 
‘Frank, throw down a keg of 3d 
nails.’ I obeyed literally. When 
that keg hit the floor the staves 
spread, and the nails flowed out 
over the floor. The old man 
didn’t say a word, but he looked 
daggers.” 

“There was no heat in the 
sales-room of the store in those 
days,” he added. “There were 
no stoves, just a fire place in the 
office. Often in winter, the wa- 
ter brought in on the shoes of 
the customers froze on the store 
floor. It was years before a stove 
was installed, and even then the 
upper floors received only what 
heat drifted up from the floor 


below.” (Continued on page 47) 
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HERE is a_ migratory bird 
treaty between the United 
States and Canada. This 
treaty controls the regulations gov- 
erning migratory wild fowl that nest 
and breed in Canada and then take 
their long flight, stopping to rest or 
feed in various parts of the United 
States on their way to the Gulf of 

Mexico. 

* * * 

There are three general breeding 
grounds in Canada, the western part, 
including - Saskatchewan and Al- 
berta, the district including British 
Columbia, and the district including 
Quebec. These districts for duck 
breeding extend northward to the 
Arctic wastes. 

* * * 

When it is deemed advisable to 
make any regulations concerning the 
shooting of ducks, geese, brant and 
coots, it is not necessary to pass any 
legislation. The Biological Survey 
of: the United States Department of 
Agriculture is in charge of migratory 
ducks. They make their recommen- 
dations to the Secretary of Agricul- 
ture, at present Mr. Hyde of Mis- 
souri, and upon his recommenda- 
tions the President of the United 
States issues a proclamation amend- 
ing the treaty. 

* *% * 

On Aug. 25, 1931, because of dis- 
astrous conditions caused by pro- 
longed drought, the season for hunt- 
ing ducks, geese, brant and coots 
throughout the United States and 
Alaska was reduced to one month by 
an amendment to the Migratory Bird 
Treaty regulations, approved by the 
President. The amendment becomes 
effective immediately, and it is an- 
ticipated that Canadian authorities 
will soon take similar action. 

This amendment provides that in 
the northern half of the country, ex- 
cept Alaska, the season on ducks, 
geese, brant and coot will open Oct. 
1 and in the south Nov. 16, except in 
Florida, where it will begin Nov. 20. 
The seasons on Wilson’s snipe, or 
jacksnipe, sora, woodeock and doves 
have not been changed. 
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“DUCKS” 


By SAUNDERS NORVELL 


The one month season from Oct. 
1 to Oct. 31 applies to Maine, New 
Hampshire, Vermont, Massachusetts, 
Rhode Island, Connecticut, New York 
(except Long Island), Pennsylvania, 
West Virginia, Ohio, Indiana, Michi- 
gan, Wisconsin, Illinois, Missouri, 
Iowa, Minnesota, North Dakota, 
South Dakota, Nebraska, Kansas, 
Colorado, Wyoming, Montana, Idaho, 
Utah, Nevada, Oregon and Washing- 
ton. 

The season from Nov. 16 to Dec. 
15 applies to that part of New York 
known as Long Island, and to New 
Jersey, Delaware, the District of 
Columbia, Maryland, Virginia, North 
Carolina, South Carolina, Georgia, 
Alabama, Tennessee, Kentucky, Mis- 
sissippi, Arkansas, Louisiana, Texas, 
Oklahoma, New Mexico, Arizona and 
California. In Florida the season on 
these birds will be from Nov. 20 to 
Dec. 19. In Alaska the season will 
be from Sept. 1 to Sept. 30. 


*% * & 


The Biological Survey states that 
the drought that has necessitated the 


curtailment of the season has oc- 
curred in the principal wild fowl 
breeding grounds in northwestern 
United States and in western and 
southwestern Canada. The disap- 
pearance of sloughs and marshes 
from much of this great region has 
prevented the birds from rearing nor- 
mal numbers of young, and as a re- 
sult the annual flight of ducks and 
geese this fall is expected to be the 
poorest on record. 

Some ducks and . geese breed 
throughout the watered regions of 
Canada and northwestern United 
States, yet according to the Biologi- 
cal Survey the principal stocks of 
the more commonly hunted species 
come from the drought affected re- 
gion. 

* * a 

Experts point out that although 
the decrease of wild fowl will be gen- 
eral throughout this country during 
the fall and winter months, there 
probably will be scattered local 
areas where these birds will concen- 


trate in large numbers. Such con- 
centrations, however, should not be 
regarded as altogether encouraging 
manifestations, Federal game authori- 
ties warn,. since the disappearance of 
many of the usual resting and feed- 
ing grounds will compel the birds 
to resort to the restricted areas 
where water and food conditions are 
favorable. 
* * * 

Such are the facts as outlined by 
the government officials on the mi- 
gratory fowl situation this year. As 
the Canadian and American officials 
should know the facts, having the 
best opportunity to gather these 
facts, it is only reasonable for the en- 
tire trade to accept their findings 
with respect. If their facts are cor- 
rect, then they should not be criti- 
cized for recommending a shorter 
shooting season. The whole ques- 
tion is one of facts, and any indi- 
vidual or’ organization would cer- 
tainly be unreasonable to criticize 
the findings of the Biological Sur- 
vey unless they have counter facts. 

The writer, who is considerably in- 
terested in the flight of ducks, does 
not criticize the Biological Survey 
for the simple reason that he has-ne 
access to any set of facts about the 
breeding of ducks that would indi- 
cate the Canadian and American 
authorities ‘had their facts wrong. 
However, when it comes to nature, 
some very strange things happen. 
Nature has a way of doing things 
that is often surprising. For in- 
stance, last year experts all over the 
country declared that on account of 
the drought upland game, such as 
quail, pheasants, doves, etc., has 
been almost exterminated and they 
freely predicted that there would be 
very little upland game this fall. 1 
received dozens of letters from shoot- 
ing men all over the country to this 
effect, also similar letters from ex- 
pert conservationists. Now, strange 
to say (I don’t know how it hap- 
pened), we are receiving reports 
from almost every part of the country 
to the effect that there is an un- 
usually large supply of quail, pheas- 
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ants, doves, rabbits, etc. ! dont 
pfetend to know what happened to 
this game at the time of the drought. 
I don’t know where they disappeared 
to. I don’t know where they came 
back from. But I do know that in 
upland game this year we will have 
an unusually favorable shooting sea- 


son. 
Now 


I am wondering whether 


Value Appeals to 


N common with all merchants 
along the Mexican border, C. L. 
Cloetta, Brownsville, Tex., does 

business in two languages with the 
people of two countries. He finds 
that neither race nor language offers 
very fundamental differences in the 
hardware business. Both his Ameri- 
can and Mexican trade are suscep- 
tible to value appeal, are encour- 
aged to look at good window dis- 
plays, and will buy related second 
and third items from his display ta- 
bles when a window display, adver- 
tisement or requirement has brought 
them in for something. The Cloetta 
Hardware Co. carries a well as- 
sorted stock of hardware, paints and 
housefurnishings, most of which are 
visibly price marked. Related goods 
are together. The center of-the store 
features many of the better looking 
lines. This tones up the appearance 
of the store and in many cases this 
merchandise may be seasonable also. 
Mr. Cloetta, who is shown in the pic- 
ture of his store, never worries about 
the chain stores or mail order houses. 
Sixty per cent of his trade is in 
Brownsville, about evenly distrib- 
uted between the English and Span- 


Direct-to-Consumer Firms 
Accept Trade Practice Rules 
(From Our Washington Office) 


Trade practice conference rules by 
a number of companies from various 
parts of the country engaged in selling 
merchandise direct to the consumer 
have been accepted by this industry 
following changes suggested by the 
Federal Trade Commission. The com- 
mission also declined to approve or 
accept one rule formerly received and 
published, as well as a set of defini- 
tions approved by the industry as ex- 
planatory of certain resolutions adopted 
by the industry. The rules were origi- 
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ducks will also give us a surprise. 
It would be funny, wouldn’t it, after 
all the excitement, if we should have 
some cold, stormy duck weather and 
then the ducks should come south by 
the thousands? If this should hap- 
pen, and not being scientific, I 
would not be a bit surprised if it 
did happen, the ducks, geese, brant 
and coots (especiaily the coots) 





ish-speaking people, and the other 
40 per cent is with the Mexican pop- 
ulation across the Rio Grande River 
in Matamoras, Mex. He _ adver- 


tises regularly in both the English 
and Spanish newspapers in Browns- 
ville and circularizes his customers 





nally adopted at a trade practice con- 
ference held in Dayton, Ohio, Oct. 
11, 1929. 

The rules are divided 
groups, the first relating to practices 
deemed to be violations of the law, and 
the second pertaining to rules accepted 
as expressions of the trade. Group I 
rules refer to deceptive advertising: 
false branding of products: represen- 
tation in advertisements that an ad- 
vertiser is a manufacturer and owner 
or operator of a mill, plant or produc- 
ing company making an article of com- 
merce, when in fact such advertiser 
does not own, operate or possess such 
a mill; offering for sale merchandise 


into two 











would give the laugh to the Biologi- 
cal Survey. 

Some of the States, such as Mis- 
souri, are given a shooting season 
terminating Oct. 31. I am informed 
that the ducks practically never ar- 
rive in these States until November. 
If this is true the shooters in these 
States, by reason of the time selected 
for the open season, are out of luck 





People of Both Languages, Cloetta Finds 


and prospects on the Mexican side. 
For many years he has made a study 
of his market on both sides of the 
border and has personalized service 
to offer that enables him to concen- 


trate on quality merchandise that 
bears a reasonable profit. 
? >) oe 







at a price reduced from a marked-up 
or fictitious price; attempting to induce 
breach of existing contracts between 
competitors and_ their customers; 
maliciously enticing employees of com- 
petitors; use of the word “free” where 
not properly or fairly qualified when 
the article is in fact not free; and rep- 
resentations by designs, pictures, or 
statements that an advertiser occupies 
or utilizes a factory or business space 
others than is actually occupied or 
utilized. 

Group II rules relate largely to 
ethics and trade regulations of adver- 
tising and selling in the direct selling 


field. 

















ERY often the difference 

\ between a successful mer- 

chant and one skating on 
thin ice is that the former ex- 
ploits every possible source of 
business, while the latter waits 
for business to come to him. 

Many people have money to 
buy, and it’s a kindness to the 
country to induce them to loosen 
the purse strings and buy now! 

The big job is to smoke out 
and flush up prospects, those who 
have money and appreciate the 
value of comfortable living. 

Just how important this phase 
of merchandising is may best be 
illustrated by a chart of sales 
figures prepared by a western 
merchant, covering his radio de- 
partment. These figures are 
illuminating in several respects. 
In the first place, it indicates 
that it requires about 12 pros- 
pects to produce one sale. From 
actual figures covering the last 
six months of 1930 there is a di- 
rect ratio between prospects con- 
tacted and sales made. 


This Chart Tells the Story 


Sales- Prospects Prospects Ratio 
man Contacted Sold Sold 
OY gee . 825 75 lin 11 
) eee es. 680 79 lin 8 
(fe) 2.3... 988 74 lin 6 
C ae 390 73 lin 5 
OS re 435 65 lin 6 
() ....:2.0 ee 42 lin 10 
ees 390 25 lin ll 
(ee 23 lin 13 
‘(Es 322 21 lin15 
Pe 2s at 309 18 lin 17 


It will be seen at a glance that 
the selling staff viewed as a 
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Smoking Out the 
PROSPECT 


16 Points of Contact 
with People Who 
Should Be Customers 


whole, the sales are almost in 
direct proportion to the number 
of interviews. In other words, 
all things being equal, the larger 
the number of prospects inter- 
viewed, the larger the sales vol- 
ume. It is also significant that 
G. H. I and J, who interviewed 
the FEWEST number of pros- 
pects also lost the GREATEST 
proportion of sales. A  mer- 
chant cannot afford to have that 
type of salesman on his staff, for 
he spoils business for his good 
men. 

The major emphasis of these 
figures is on the importance of 
collecting prospects, classifying 
them as to time and type, and 
following through with the in- 
testinal stamina that is the mark 
of real salesmanship. It is hard- 
ly possible to over-emphasize 
the importance of .a systematic 
method of uncovering business. 

The following are a number 
of ways and means used to get 
business. They have all proved 
practical in actual experience, 
and have been used in virtually 
all types of home furnishings, 
including furniture, floor cover- 
ings, radio, electrical appliances, 
stoves and ranges. 

1. The sales floor. It may 
seem inconsistent that this is 








listed first, but obviously it is 
the best source of business. It is 
wise to have this fact firmly in 
mind before stepping to other 
ways of getting business. There 
is a current plaint today that 
many of the persons who come 
to the sales floor are not poten- 
tial buyers—they are merely 
lookers. It is impossible for me 
to find sound logic behind this 
statement. Often it is merely a 
mental barrier on the part of the 
personnel. 


2. The cold canvass. This is 
another obvious means, and un- 
less a store adopts an ironclad 
and uniform policy against it, it 
should be resorted to regularly. 
A smart department store, enjoy- 
ing a reputation of caterinng to 
a fine patronage and dating its 
history back to the beginning of 
the city, found that it lost no 
prestige and gained many sales 
by training a corps of doorbell 
ringers for its electrical appli- 
ance department. 


3. Contact points. Successful 
salesmen make a practice of hav- 
ing a half dozen or more regular 
contact points—churches, lodges, 
clubs, barber shops, or any other 
place where people gather. The 
salesmen visit these places regu- 
larly, and get a line on who is in 
the market for what they have to 
sell. Other habitues form the 
habit of giving them tips. 

One 


4. Letters to customers. 
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firm sends letters to customers 
each month from its electrical 
refrigerator unit. “How is your 

refrigerator operating? 
. . . Will you please give me 
the name of a friend who would 
be interested in our line? I'll ap- 
preciate the favor. .. .” This 
letter is signed by the salesman 
who made the sale, and there is a 
self-addressed return postal card 
enclosed for a reply. It is sur- 
prising how many satisfied cus- 
tomers take the trouble to send 
business to the salesman WHEN 
THEY ARE ASKED TO DO SO. 


5. Monthly statements. An- 
other firm lists all its major lines 
on the monthly statement with a 
square placed before each. At the 
bottom of this statement form is 
this sentence: “When returning 
statement, kindly mark addition- 
al item or items in which you are 
interested.” This, of course, 
opens further opportunities for 
business from old customers. In- 
terestingly, this method has stim- 
ulated business for the window 
shade department, which people 
find it easy to forget in the busy- 
ness of buying articles more in- 
teresting. A check in the square 
flanking “Window Shades’”’ 
brings a telephone call from the 
store’s window shade depart- 
ment: “When do you wish us 


to call and take measure- 
ments... ?” 
6. Classified advertising. 


Classified advertising in the daily 
newspaper can often be used to 
dig up prospects. A washer sales- 
man runs a small ad in the classi- 
fied section offering a particu- 
larly good buy in a demonstra- 
tor. His purpose is to get a RE- 
ACTION out of someone inter- 
ested in a washer. Usually, he 
sells a new machine to those who 
answer the ad. Sometimes the 
ad is addressed to his post office 
lock-box, and sometimes to his 
home telephone number. 


SEPTEMBER 10, 1931 


7. Visit old customers. The 
old, satisfied customer is a good 
source of business, whether he 
buys more at the time or not. One 
salesman makes a very effective 
approach in this wise: “How do 
your FRIENDS like your new 
radio?” Customers are gratified 
that he remembers them so well, 
even the merchandise they 
bought, and their answers usual- 
ly reveal new prospects—friends 
who have commented favorably 
on the new acquisition. A pocket 
notebook helps the salesman to 
remember. 

Another large firm gets busi- 
ness from LOST customers, 
strange as it may seem. A lady 
calls in to look at merchandise, 
but she doesn’t buy at the time. 
However, the salesman obtains 
her name and address, in order 
to send her advertising material. 
If she does not buy within a fort- 
night, a representative of the firm 
calls on her personally to inquire 
if there is anything the store can 
do to help her. If the customer 
has not bought elsewhere, this 
procedure brings her back to the 
store to purchase, seven times out 
of ten, it has been found. If she 
has bought—ah, then she is an- 
xious to reward the store for its 
courtesy and interest in her— 
without suggestion, she suggests 
this or that newly married couple 
as being in the market for this or 
that merchandise. 


8. The telephone. Retailers 
are using this means of getting 
business more and more. Instead 
of chit-chatting around on a dull 
morning when call-in patronage 
is scant, the salesmen are at the 
telephones soliciting business— 
telling old customers of new 
items, seasonable items. One 
merchant has gone so far as to 
instruct his floor salesmen to call 
every home in the telephone di- 
rectory on electrical refrigera- 


tors. It took several months to 


go through the book, but one real 
prospect was achieved out of 
every 1000 calls, and sales from 
this source maintained a ratio of 
one sale for every ten prospects. 
For some of the men, a telephone 
approach and sales talk was 
worked out. The entire effort 
was done in idle moments. 


9. New arrivals in city. The 
daily newspaper is the best 
source of this information—also 
the steamship companies, in the 
case of a seaport city. The man 
who has been transferred from 
one city to another ships very 
little, if any, of his home fur- 
nishings. He is in the market for 
so many things! New arrivals 
are worth following up, either in 
person or through the mails. 


10. Fire casualties. The 
burned home may seem a far cry 
from the sale of home furnish- 
ings. But don’t forget that the 
burned home is usually rebuilt 
immediately with insurance 
money, and must be refurnished. 
Insurance companies will give 
information on such casualties. 


11. Coupon advertising. Of- 
fering literature on a product via 
a newspaper coupon ad is well 
known as a source of business, 
but should be included in this 
list., 


12. People who have come in- 
to money are free spenders, es- 
pecially if they get it in a lump 
sum. Life insurance companies 
will give information on paid 
claims. The probate court rec- 
ords tell of the settlement of 
wills. The inheritance tax record 
also tells of those who have come 
into money. Sell to those who 
have money to buy! 


13. Daily news. The news 
story tells of a lawyer who has 
won a big case. He received a 
large fee. He feels flush. His 
wife can persuade him to buy 

(Continued on page 47) 
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Build “Em Up 


Then 


KICK °’EM 
DOWN 


Another challenge to pre- 
vailing credit policies and 
practices by the author of 
“Money Is Cheap,” which 
appeared in the Hardware 
Age of July 16, 1931. 











soled us once more with the thought that this de- in any line and nine of them will say: “There are too 
pression is good for American business. Remind- many in this business. A lot of them shouldn’t be in it. 
ing us of the sweet uses of adversity, he declared that we There isn’t enough business to go around.” And, unless 
seem to learn only during hard times. they have had a creditors’ meeting themselves, they will 
How often have our statesmen, financiers and econo- follow up with: “This depression is going to be good for 
mists told us that this depression is good for us, in the the business. It'll clean out a lot of the weak fellows. 
sense that sulphur and molasses used to be considered Let ’em die.” 
good for us? But where is the molasses? Fortunately for most of the readers of this, death will 
How often in the past year have we been told that it  corltinue to take a holiday for some time to come; but 
would be unwise to expect immediate recovery because does that mean that they will benefit by the passing out 
liquidation wasn’t complete? What is liquidation? When of the so-called “weak fellows” in the business? Just how 
is it complete? Who knows when it is complete, either will they profit by the unlamented departures? 
before or after? Joyfully we greet the news that the number of failures 
Who has a right to tell a swimmer who has gone down has been increasing beautifully during the past year. Our 
for the third time that his liquidation is not complete? kind, but somewhat morbid, friend, Mr. Dun, reports that 
These statements would be comparatively harmless, like _ in the first half of 1931 there were more insolvencies than 
rubbing salt into our wounds, for instance, if they were in any other half year in our history; they reached the 
merely theoretical discussions by economists. But they record of 15,107 failures, with liabilities totalling $370,- 
are not. The idea that depression is good for our souls 497,000. In the first half of 1930 we could only achieve 
and that violent deflation is necessary for the health of 13,771 failures and $337,089,000 in liabilities. Let ’em 
our body economic has become a very practical principle die! That seems to be the attitude. 


. FEW days ago a high official in Washington con- die.” Talk with any ten manufacturers or any ten retailers 


of business today. It guides the bankers who give us How did we manage this glorious increase? Most of it 
credit and guides the many business men who have respect is in the failures of small retail dealers; the “weak fel- 
for bank I’arnin’. lows.” In fact, of the failures in the first half of the year, 


It is not only the principle which is used to comfort us more than 70 per cent, or 10,930 were of trading concerns, 
in times like these and to explain away the stupidities and they involved $181,661,000, or nearly 50 per cent of 
which led up to the depression, but it is really the principle _ the liabilities. While the insolvencies in trading concerns 
back of our whole economic thinking. increased 14.7 per cent, the liabilities increased 24 per 

This principle expresses itself most clearly in “let em cent, showing that some of the bigger fellows were de- 
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The Wasteful Way in 
Which Many Businesses 
Have First Been Fi- 
nanced by Unwise Credit, 
Then Destroyed to Cor- 
rect the Mistake—Mil- 
lions Suffer to Pay Price 
of Unwise Expansion. 


veloping weakness. In fact, there were plenty of con- 
cerns with liabilities over $100,000. Let ’em die. 

Among the manufacturers, there was an actual decrease 
in the number of failures, only 3,292 as compared with 
3,369. But the liabilities increased from $128,713,000 
to $156,142,000, or 21.3 per cent. It’s getting the bigger 
boys. Let ’em die! 

Comforting ‘as these figures are, we must remember 
that these are hard times. Even more thrilling must be 
the figures for our years of prosperity. At no time in 
the past ten years have liabilities in the first half of a 
year been less than $209,000,000. Business failures 
averaged about 2000 a month through the prosperous years of 1927, 
1928 and 1929; in fact, 1928 beat 1929. In the boom years, the lia- 
bilities have averaged about $500,000,000 a year. Of the failures 60 
to 75 per cent have been of trading concerns, mostly retailers. Let 
’em die. 

Just what good did we get out of the business deaths of these years? 
Did the clean-up of the “weak” fellows in 1927 and 1928 bring us the 
prosperity of 1929? Did the obituaries of 1929 bring us the prosperity 
of 1930 and 1931? Exactly in what way did we get joy out of the 
corpses on whose eyes Mr. Dun has laid pennies in the past ten years, 
or before that? If depression is good for us because it brings so many 
failures, why isn’t prosperity better because it brings us more? 

What happens to the businesses which die? Do they go to heaven? 
Or do they continue to haunt those which stay among the living? How 
many bankrupts stay out of business? 

What happens to the bankrupt store? Does it stay empty for long? 
Go down any shopping street of any town day after day for a year and 
watch the turnover of stores. What happens to the machinery of a . 
manufacturer who goes out of business? How much of it is really i . 
scrapped so that the potential capacity of the industry is reduced? Credit 

The “let °em die” policy burdens business with enormous waste year 
in and year out, but it never cleans up any industry so that competition 
is really mitigated. 

What would we say if, during a flue epidemic, doctors, 
hospital heads and state health commissioners were to 
issue statements on how wonderful it is for the com- 
munity to have the weak people die off and leave the 
strong ones. Why do we take similar statements about 
businesses with awe and respect from those who are 
responsible for our economic health? 

Long ago we came to feel that our death rate is a dis- 
grace, and we developed disease prevention. We realized 
the disgraceful waste of our fire losses, and we developed 

(Continued on page 70) 
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Twenty - eighth 
of the series of 
short articles 
for the man on 
the floor. 


When the Customer Says: 
“Pm Just Looking 


Around” 


in selling are made at the 

time when the salesman 
first establishes contact with the 
prospective customer. Too often 
the salesman starts the conversa- 
tion in such a way that it natu- 
rally invites a negative attitude 
in regard to the purchase. 

Even in this day, when cus- 
tomers are naturally inclined to 
shop around, the salesman 
should bear in mind that there 
is always some motive which in- 
fluences a person to enter a re- 
tail store. The customer may 
say that he merely came in to 
look around. He may be entire- 
ly honest in saying so. The fact 
is, however, that back of the de- 


Si: of the greatest errors 


16 


sire to look around is the idea of 
locating some item which the cus- 
tomer wants and is willing to 
buy. 

Nevertheless the majority of 
lookers will not buy unless they 
are sold the article which at- 
tracts their interest. 

Only recently I was in a hard- 
ware store when a lady entered 
and walked over to where the gas 
ranges were on display. A sales- 
man immediately approached her 
and said: “Would you like to 
look at a range?” “No,” she 
said, “I’m just looking around.” 
With that she walked over to an- 
other part of the store and the 
salesman resumed work on a dis- 
play table. 


-A few minutes later the lady 
again drifted back to the gas 
ranges and another salesman ap- 
proached _her. His approach, 
however, was of an entirely dif- 
ferent kind. He did not say: 
“Would you like to look at a 
range?” He took it for granted 
that the lady was interested in 
gas ranges, and that she was al- 
ready looking at them. He sur- 
mised that with proper salesman- 
ship that interest might be crys- 
tallized into a sale. 

With that. in mind he walked 
briskly “up to her, smiled and 
said: “Good morning, Mrs. Jones. 
I see you are looking at our new 
Cabinet type range. It is the 
finest range we carry, and the 
very latest in design, as well as 
in color and finish. When not in 
use it resembles a beautiful cabi- 
net—an ornament to any kitchen. 
Then it is so easy to keep clean, 
because it is enameled inside and 
out,” etc. etc. 

The effect was surprising. The 
lady followed his talk with inter- 
est and said: “My daughter has 
just been married and is moving 
to her new home. I have been 
wondering what to give her, and 
I believe this new gas range 
would be just the thing. How 
soon could I get it installed?” 
The answer was satisfactory, and 
the sale was made for cash. 

The first salesman used an in- 
correct approach. He invited a 
negative or evasive answer and 
received it. The second salesman 
took her personal examination of 
the range as an evidence of in- 
terest and capitalized on it. 
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Often a customer enters a 
store on some errand which has 
nothing to do with buying. She 
may wish to: speak to the mer- 
chant or to pay a bill. On her 
way out she may stop at the elec- 
trical counter and look at a per- 
colator or waffle iron. Never ask 
such a customer if she is inter- 
ested in a percolator or if she 
would like to see a waffle iron. 


Just take her action as an indi- 
cation that she is interested, and 
in a diplomatic way begin point- 
ing out special features of the 
article that might influence her 
to want it. In such cases don’t 
attempt to “rush” the customer 
or to force a sale. Merely assume 
that she is interested and politely 
show her the good points of the 
article she is looking at, making 





Selling Hardware Since the Revolution 


(Continued from page 39) 


Despite all that, it was an up- 
to-date store for its time. It even 
boasted an elevator of the old 
“hand” variety. That elevator is 
still in service, although as Mr. 
Pryor says, it takes two men to 
pull up a load of 5 kegs of nails. 
Where it comes through the sec- 
ond floor there are now trap 
doors and safety gates, but for- 
merly everything was open and 
unguarded. Some one once sug- 
gested safety guards to John 
Bailey, but he only snorted: 
“You don’t suppose arty one is 
damn fool enough to fall down 
an open trap, do you?” 

There’s an old office on the 
second floor back of the elevator, 
installed by a former owner 


named Treadwell. During the 
Civil War when gold was at a 
premium, Treadwell used this 
office as a buying room for gold. 
His records show that he once 
paid $1,500 in greenbacks for 
$500 in gold coin. 

As we left this old hardware 
store which has been in cpn- 
tinuous operation since the close 
of the Revolutionary War, Frank 
Pryor, who has seen 60 years of 
service within its walls, was pre- 
paring to attend a weekly Rotary 
Luncheon. ‘“There’s going to be 
a talk on modern business meth- 
ods” he said, “‘and I don’t want 
to miss it. We hardware young- 
sters must keep up-to-date.” 





Smoking Out the Prospect 


(Continued from page 43) 


many needed things for the 
home. The real estate section 
tells of the sale of a new home to 
Mr. Soandso. It needs furnish- 
ings. And one astute vacuum 
cleaner salesman saw a news 
story about the stealing of a 
vacuum cleaner from a promi- 
nent home. He called—demon- 
strated his machine—and sold it, 
together with a complete set of 
attachments as additional velvet! 
The news has many such tips for 
business. 
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14. Building permits. Fol- 
lowing through new homes, un- 
til they are ready for equipment, 
has proved a way to get business 
over and over again. 

15. Marriage license bureau. 
This is a valuable source of busi- 
ness, for, obviously, the newly- 
weds need innumerable things in 
order to start home-keeping. 

16. Birth records. The fond 
parents will appreciate your let- 
ter of congratulations, and the 
new arrival necessitates a series 


your appeal on the basis of 
beauty, convenience, pride of 
ownership, etc. 

In many cases an immediate 
sale will reward your efforts. 
In other cases the way will have 
been paved for a sale at some 
later time. 

Watch your approach. 
the key to a sale. 

Next Week: Interpreting Values 


It is 


of purchases — ranging from 
nursery furniture to an electric 
washer. 

The purpose of this article has 
been to tabulate ‘sixteen ways of 
getting business, including a 
number of out-of-the-beaten-path 
ways of getting business—all of 
them used by at least one mer- 
chant. What would happen to 
the sales barometer of a mer- 


chant if he USES THEM ALL? 


Author Discusses Factors 
Influencing Retail Trade 


The many factors that may affect the 
retail trade influence of a city are dis- 
cussed in a recent publication, “The 
Law of Retail Gravitation.” The author 
presents 13 major factors which influ- 
ence this trade as follows: 1. Lines of 
transportation; 2. Lines of communi- 
cation; 3. The class of consumer in the 
territory surrounding the market; 4. 
Density of population in the territory 
surrounding the market; 5. Proximity 
of the market to a larger city market; 
6. The business attraction of the city; 
7. The social and amusement attractions 
of the city; 8. The location of parking 
facilities and railway stations in rela- 
tion to business and amusement centers; 


‘9. The nature of the competition of- 


fered by smaller cities and towns in 
the surrounding territory; 10. The 
population of the city; 11. The dis- 
tance which prospective customers must 
travel in order to reach the city, and 
the psychology of distance prevailing 
in that part of the country; 12. The 
topographical and climatic conditions 
peculiar to the city and its surrounding 
territory; 13. The kind of leadership 
offered by the owners or managers of 
various business interests of the city.— 
Domestic Commerce. 
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TOOL SHOP HDW. CO. 
SUFFERS BIG FIRE 


Fire swept through the four- 
story, building of the Tool Shop 
Hardware Co., Detroit, Mich., 
recently, causing damage esti- 
mated at $50,000. The fire is 
believed to have started as a re- 
sult of the heat of the sun upon 
a camping exhibit in a display 
window of the store. Much of 
the stock of hardware, cutlery 
and sporting. goods in the store 
was damaged by fire and water. 

Although the plans of Lee 
Lippman, head of the firm, are 
not completed business is being 
carried on at the company’s 
branch store, 9394 Grand River 
Avenue, Detroit, previously de- 
voted entirely to sporting goods. 


J. J. FISHER, PRESIDENT, 
NATIONAL HDW. & STOVE 


John J. Fisher was recently 
made president of the National 
Hardware & Stove Co., Pgris, 
Tex., wholesale distributors. 
Other officers elected were T. F. 
Ehrhart, vice-president, R. A. 
Harvey, vice-president and man- 
ager, L. H. Stripling, treasurer 
and F. L. Edwards, secretary. 
Mr. Fisher, who was previously 
vice-president of the company, 
is also president of the Excelsior 
Stove & Mfg. Co., Quincy, IIl., 
while Mr. Ehrhart has been an 
official of the Excelsior company 
for several years. Mr. Harvey 
was formerly treasurer of the 
firm, having been with the com- 
pany since its formation. Messrs. 
Stripling and Edwards have been 
with the firm for a number of 
years. 


E. R. PHILLIP IS SALES 
MANAGER FOR KEN-WEL 


E. R. Phillip has been ap- 
pointed as general sales manager 
of the Ken-Wel Sporting Goods 
Co., Utica, N. Y. His display 
rooms and offices will be in the 
Hotel Sherman, Chicago, III, in 
Room 830. For more than 20 
years he has been active in the 
sale of athletic goods lines. 

S. C. Allen has been appointed 
as a member of the company’s 
sales force. He was formerly 
sales manager of the Dayton 
Racquet Co., Inc., Dayton, Ohio. 
Alfred A. Moers, who has been 





selling sporting goods for seven 
years to the wholesale trade, 
has also joined the sales organ- 
ization of the company. 





REESE STOVE CO. BUYS 
TWO STOVE LINES 


The Reese Stove Co., 
Evansville, Ind., recently pur- 
chased the stove patterns and 
castings for all Leader stoves and 
ranges, formerly made by the 
Southern Stove Works, of the 
same city. Patterns for ll 
Model stoves, formerly made by 
the Evansville Stove Works, 
Evansville, were also acquired. 
The Reese organization will con- 
tinue to manufacture repairs for 
both of the above lines. 


Inc., 





WILLIAM GOLDENBLUM 
SALES FORCE PICNIC 


Members of the sales force of 
William Goldenblum & Co., 17 
Murray Street, New York City, 
wholesale hardware and house- 
furnishings distributors, held an 
outing Aug. 29 at Nassau Shores, 
Massapequa, L. I. Forty-two 
men and women attended, this 
outing being the first one to 
which ladies were invited. Bath- 
ing and baseball were part of the 
program for the afternoon, while 
dinner, entertainment and danc- 
ing were features of the evening. 





THOR SALES CO. MOVES 
INTO NEW QUARTERS 


The Thor Sales Co. moved last 
week into its new offices and 


warehouse at 36 Orient Way, 
Rutherford, N. J. The company, 
which travels six men, does a 
strictly wholesale business in 
hardware, housefurnishings, elec- 
trical appliances, tools and kin- 
dred lines. 


JAMESON HDW. ACCEPTS 
WHEAT IN EXCHANGE 


The Jameson Hardware Co., 
McMinnville, Ore., has announced 
that wheat will be accepted in 
exchange for articles in the store 
at 10c. above market price. The 
offer, according to the report, is 
to remain open until Oct. 1. De- 
livery at local warehouses will be 
accepted. 
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Will R. Stephenson, whose 

appointment as a member of 

the cutlery division, Reming- 

ton Arms Co., Inc., New York 

City, was announced in the 

Sept. 3 issue of Hardware 
Age on page 45. 


CONKLIN TO REPRESENT 
BECKLEY-RALSTON CO. 


Ward Conklin is now with 
the. Beckley-Ralston Co., Chi- 
cago, Ill. He is in charge of 
field sales in Michigan, Illinois 
and the territory west of the Mis- 
sissippi River. 





NORMAN, EXPORT MGR. 
MILCOR STEEL CO, 


The Milcor Steel Co., Milwau- 
kee, Wis., manufacturers of sheet 
metal building products and fire- 
proof metal building materials, 
annolinced the appointment of G. 
R. Norman as export manager, 
with cffices at 418 Pershing 
Square Building, 100 East Forty- 
second Street, New York City. 

Mr. Norman has served in the 
capacity of assistant export man- 
ager. of the General Fireproofing 
Co., export manager for six 
years of the Genfire Steel Co., 
and recently was manager of the 
dealer-commodity division for ex- 
port of the Truscon Steel Co., 
Youngstown, Ohio. 





N. Y. STATE JOBBERS TO 
MEET SEPT. 16-17 


H. J. Yoder, Watertown, N. Y., 
president, New York State Asso- 
ciation of Hardware Jobbers, has 
announced that the next meeting 
of the organization will be held 
at Elmira, N. Y., on the evening 
of Sept. 16, a dinner session, and 
on the morning of Sept. 17. 





TEEPLE HEADS PAGE 
BRANCH IN ATLANTA 


The Page Steel & Wire Co.. 
Bridgeport, Conn is opening a 
southeastern district sales office, 
with headquarters at 1520 Healey 
Building, Atlanta, Ga. This new 
office will be in charge of R. J. 
Teeple, who will have charge of 
distribution of all Page products 
in the southeastern district. 
These products include vari- 
ous types of woven wire fence, 
wrought iron fence, welding wire, 
highway guard and general wire 
products, 

Mr. Teeple has been connected 
with the fence department of the 
Page company for the past ten 
years, and has been in charge of 
the chain link fence division for 
the past three years. 





STANDARD ELEC. STOVE 
APPOINTS DISTRIBUTORS 


The Standard Electric Stove 
Co., 1718 North Twelfth Street, 
Toledo, Ohio, has appointed sev- 
eral distributors. Sidles-Duda- 
Myers Co., Omaha, Neb., will dis- 
tribute the line in Nebraska and 
Iowa, while John Pritzlaff Hard- 
ware Co., Milwaukee, Wis., will 
handle the line in all of the State 
of Wisconsin, with the exception 
of the extreme northern section. 
Joseph Strauss Co., Buffalo, 
N. Y., will distribute the Stand- 
ard electric ranges in western 
New York, while Zion Commer- 
cial Mercantile Institute, Salt 
Lake City, Utah, will be distrib- 
utor in that district. Full stocks 
will be carried by the above men- 
tioned wholesale distributors. 





Cc. H. SMITH PASSES 


C. Harold Smith, 69, president, 
Binney & Smith, 41 East Forty- 
second Street, New York City, 
carbon manufacturers, died Sept. 
1 in London, England. Two 
years ago, Mr. Smith, who was 
known as the “Carbon King,” 
asked the world to tell him how 
he could best dispose of $10,000,- 
000 in the interests of humanity. 
In latter years he spent most of 
his time in writing his autobi- 
ography and other works. 








FRIGIDAIRE HOLDS 
.N. Y. SALES MEETING 


Launching a drive for business 
during the last four months of 
the year, several hundred Frigid- 
aire dealers and their salesmen 
from the New York territory at- 
tended a conference at the Hotel 
Pennsylvania, New York City, on 
Sept. 2. The meeting was one 
of several held within a five-day 
period in various parts of the 
country by the Frigidaire Corp., 
Dayton, Ohio. 

Executives of the corporation 
stressed the fact that the electric 
refrigeration industry is one of 
the six industries in the nation 
showing increased sales and 
profits as compared with a year 
ago. Future prospects were also 
declared very bright, as it was 
said that only 14 per cent of the 
wired homes in the country have 
as yet been equipped with elec- 
tric refrigerators. 

In explaining the selling pro- 
gram being instituted for the bal- 
ance of the current year, speakers 
emphasized the point that the 
campaign is carefully planned to 
convince prospects that “they 
can’t afford to wait until spring” 
to buy refrigerators. In  sub- 
mitting evidence that electric re- 
frigeration is not seasonal in 
character, J. A. Harlan, vice- 
president in charge of sales, said: 
“Sales records for the New York 
territory show that over 30 per 
cent of the units distributed are 
sold during the last one-third of 
the year.” Mr. Harlan also de- 
clared that August production 6f 
household units by the company 
was 100 per cent greater than for 
the same month of 1930 and the 
schedule for September produc- 
tion is 30 per cent heavier than 
for the corresponding month last 
year. 

Several talking movies were 
exhibited showing the proper ap- 
plication of the new selling pro- 
gram in presenting both the 
household and commercial types 
of units. New aids for dealers 
and salesmen were also demon- 
strated. 

In response to general trends 
and influenced largely by the 
price minded attitude of con- 
sumers, an announcement was 
made at the meeting concerning 
the reduced prices on the. line, 
which became effective on 
Sept. 1. 


L. T. MINEHART DIES 


Louis T. Minehart, president, 
Minehart-Traylor Co., Denver, 
Colo., paint manufacturers, died 
in that city, Aug. 25, at the age 
of 68. In 1879 he entered the 
employ of Heath & Milligan, and 
in 1882 became the first salesman 
for Coffin-Devoe & Co., later join- 
ing Wadsworth, Howland Co., of 
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which he later became secretary. 
In 1909 he went to Denver, suf- 
fering from asthma, and there 
joined the McPhee & McGinnity 
Co. as general manager of the 
paint division, later becoming 
vice-president. He left that 
company in 1922 with Frank A. 
Traylor to organize the Minehart- 


Traylor Co. 
He was very active in paint 
association activities, having 


served in 1910 as vice-president 
of the National Paint, Oil & Var- 
nish Association, later becoming 
president of the organization. 
Mr. Minehart was one of the 
original members of the flax de- 
velopment committee and served 
as chairman of the finance com- 
mittee of the clean up and paint 
up campaign for the first five years 
of its existence, being one of the 
founders of the group. In 1894 
he was a director of the Chicago 
Paint, Oil & Varnish Club. He 
was chairman of the finance com- 
mittee of the Denver Civic and 
Commercial Association at one 
time. Mrs. Minehart, a daughter 
and a son survive, 


NORTHEASTERN RADIO IS 
CECO DISTRIBUTOR 


S. J. Helsper, vice-president in 
charge of sales of the CeCo Mfg. 
Co., Providence, R. I., announces 
the appointment of Northeastern 
Radio, Inc., of Boston, Mass., 
Springfield, Mass., and Provi- 
dence, R. I., as wholesale dis- 
tributors of CeCo radio tubes in 
New England. 


REMINGTON ARMS CO. 
PLANS FOR EXPANSION 


Remington Arms Co., Inc., 
New York City, N. Y., has ar- 
ranged to dispose of its cash 
register business to the National 
Cash Register Co., Inc., Dayton, 
Ohio, subject to the approval 
of the United States District 
Court. The company did not 
dispose of its plant facilities 
which had been used for cash 
register manufacture, but only 
sold patents granted or pending, 
rights covering inventions, etc. 
It is believed that some of Rem- 
ington’s cash register personnel 
will join National Cash Register 
Co. 

Sanction of the United States 
District Court is necessary be- 
cause of a 15-year-old injunction 
preventing acquisition of a com- 
petitive cash register business 
without the court’s permission. 

With augmented plant facili- 
ties and additional working capi- 
tal from this sale, Remington is 
in a position to go ahead with 
expansion plans in its arms and 
ammunition lines. 
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HAMMOND TO REPRESENT 
McKINNEY IN FLORIDA 
C. A. Hammond, dean of the 
sales force of the McKinney Mfg. 
Co., Pittsburgh, Pa., will have 
charge of sales in the State of 


Florida, commencing Nov. 1, 





C. A. HAMMOND 


according to a recent announce- 
ment made by Jas. P. McKinney, 
Jr., president of the company. 

Mr. Hammond has been asso- 
ciated with the McKinney com- 
pany for many years, traveling 
over New York State, Pennsyl- 
vania, Ohio and West Virginia. 
He plans on taking up his resi- 
dence in Miami, Fla. 


MAIL ORDER HOUSES 
DROP PLANS FOR MERGER 


It is reported that negotiations 
for consolidation of Sears, Roe- 
buck & Co., Chicago, IIl., and 
Montgomery Ward & Co., Chi- 
cago, Ill., were terminated Aug. 
31. General Robert E. Wood, 
president, Sears, Roebuck & Co., 
is reported to have said: “Dis- 
cussions that have recently been 
going on between directors of 
Sears, Roebuck & Co. and Mont- 
gomery Ward & Co., looking to 
the possibility of a merger of the 
two companies, have been defi- 
nitely terminated, as the parties 
have been unable to agree on 
terms.” 

The report further stated that 
this year it was admitted that cer- 
tain large stockholders in each 
company acting “unofficially” 
were looking into the matter to 
determine whether or not a 
merger would be advantageous 
and as to what terms should be 
effected in the case of such an 
action. A survey was recently 





made of the earnings and opera- 
tions of both concerns. 


BOSTON CONFERENCE ON 
RETAIL DISTRIBUTION 


The Boston Conference on Re- 
tail Distribution will meet at the 
University Club, Boston, Mass., 
Sept. 14, 15, 16, 1931. The con- 
ference is under the auspices of 
the Retail Trade Board, Boston 
Chamber of Commeree, in coop- 
eration with the Harvard Uni- 
versity College of Business Ad- 
ministration, Boston University 
College of Business Administra- 
tion and Massachusetts Institute 
of Technology. The conference 
is open to any one interested in 
distribution. All communica- 
tions should be addressed to 80 
Federal Street, Boston, Mass. 
Daniel Bloomfield is manager, 
while R. A. Johnston is secretary. 

The conference is attracting 
nation-wide attention and a large 
attendance is expeeted. 





W. G. ADAMS NOW WITH 
EINSON-FREEMAN €0. 


William G. Adams, managing 
director, National Couneil of 
Traveling Salesmen’s Associa- 
tions of America, has joined 
the Einson-Freeman Co., Long 
Island City, N. Y., manufaeturers 
of window and store display ad- 
vertising. He will specialize in 
creative sales research in mer- 
chandising hardware and drug 
products with which he has had 
a broad experience as advertising 
manager of department and retail 
chain stores. More recently he 
conducted trade and market 
analyses work for the H. K. Me- 
Cann Agency of New York City, 
following whieh he supervised 
production of the d%aler sales 
promotion service for indepen- 
dent hardware retailers in the 
United States and Canada. 

Following the war he was ac- 
tive in the affairs of the National 
Prosperity Bureau, in charge of 
a nation-wide publicity campaign 
to foster better publie under- 
standing of changed eeonomie 
conditions. At one time he was 
for two years director of dealer 
service relations for the Hotpoint 
Electric Mfg. Co., Ontarie, Cal. 
As managing director of the Na- 
tional Council of Traveling Sales- 
men’s Associations he was in 
charge of national legislative ae- 
tivities and publie relations in 
behalf of the 33 affiliated trade 
and territorial groups of sales- 
men’s associations. 


MILOW IS VICE PRES., 
ROCHESTER CAN CO. 


R. C. Milow has been made 
vice-president and sales manager 
of the Rochester Can Co., 109 
Hague Street, Rochester, N. Y. 
Mr. Milow formerly occupied the 
same position with the Fearless 
Dishwasher Co. of the same city. 
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Let These Windows Rin 


OWDY, window trim- 

mers! Here’s an “ac- 

tion” window that will 
stop ’em. You know how a mov- 
ing display will always attract 
attention. School opening time 
is of keen interest to both young 
and old, so this week our design- 
er has produced a real idea to 
tie in with the thought of the 
little old red school house. The 


bell actually swings to and fro. 


just as it did when you went to 
classes: 

The suggestion ofa roof is 
simply made of 1 x 114-in. ma- 
terial and any hardware store 
can easily obtain material for 
roof covering. It may, of course, 
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be real shingles or other roofing. 
On this page is a diagram which 
clearly shows how the compo 
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board bell is operated. Some 
1 x 114-in material, compo 
board, some screw eyes, an os- 
cillating fan (blades removed to 
prevent unnecessary breeze) and 
a piece of stout wrapping cord, 
are all that are necessary. The 
oscillating fan will pull the 
string through the series of 
screw eyes and the clapper, being 
loosely hung upon a peg at the 
back of the bell, will swing to 
and fro in a most convincing 
manner. The designer has made 
this diagram so plain that fur- 
ther explanation is unnecessary. 

The shaded part at ‘the back 
of the window indicates green 
crepe paper cut in the shape of 
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the Bell for You This Week 


trees. This adds greatly to the 
effectiveness of the display, espe- 
cially if the dominating color of 
the school is red. 


The Sporting Goods 
Window 


Let’s get on to our sporting 
goods window. This is a good 
time to put a little pressure on 
the “hold outs” in this depart- 
ment. Every sale of summer 
sport goods made before the out- 
door season closes means money 
in the cash register—and that is 
music to the ears of the boss. 
This background could be made 
very effective if the central part 
were of a different color from 
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the sides. Suppose we make the 
center yellow, since that color is 
a strong one, and the sides light 
green. This will harmonize and 
give the merchandise a good 
chance to stand out clearly. 

A green floor covering, arti- 
ficial grass if you prefer, will 
help to give this merchandise the 
right effectiveness. 

The price tickets should be 
about 4 x 6 in., and they may 
be made a strong selling feature 
of the window. Some dealers 
have given a good deal of atten- 
tion to the matter of the shape of 
cards and the decoration of them. 
Sometimes a stripe of color 
down the side (uniformly on a 


number of tickets) gives the de- 
sired effect. The idea is that 
the same design reappearing 
throughout the display, will, by 
its repetition, add strength to the 
sales message. 

Then, again, cards may be cut 
to odd shapes, such as a keystone, 
a diamond, or a circle cut out 
and projecting from a top cor- 
ner. Borders of novel arrange- 
ment are also effective. 

Once again, let us remind you. 
CLEAN windows add much to 
the appearance of the MER- 
CHANDISE. Just as bright 
lights step up the merchandise, 
so do clean windows. Don’t for- 
get the price tickets. 











EASONAL win- 
dows here re- 
produced are from 
the following stores: 
Left, Schwarz Bros. 
Hardware, Gratiot 
Avenue, Detroit, 
Mich. Below, the 
lock window is from 
Stambaugh - Thomp- 
son, Youngstown, 


Ohio. 
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HE sporting 


goods window 
shown at the top of- 
this page comes 
from the Nagell 
Hardware, Minne- 
apolis, Minn. It 
was trimmed by 
Earl W. Whiting. 
The lower window, 
also featuring sport- 
ing goods, is by 
Petty-Norton Hard- 
ware Co., Dawson, 
Ga. 

All of these dis- 
plays were used in 
retail hardware 
store windows and 
proved their effec- 
tiveness. They are 
chosen and pre- 
sented for your use 
because of their use- 
fulness at the begin- 
ning of the autumn 
season. 
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HARDWARE 
ADVERTISING 
SERVICE 
FOR THE 
WEEK 
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ADVERTISE-—Get An Early Start 
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Brief Description 


cp 


EE2 
Food Choppers 


0° 


Food chopper and 
three knives. Our 
special sale price 
saves you at least 
75c. Coarse, medi- 
um and fine knives 
included. 


EE3 


Carving Sets 


0° 


All _ steel blades 
with bone and gen- 
uine horn handles. 
Save about half at 
this special sale 
price. 


YOUR 











The Greatest House- 
ware Sale in our his- 
tory. Special buys— 
Big reductions — All 
perfect merchandise 
and all at prices that 
will thrill you — the 
lowest’ in ten years. 
Exceptional values 
throughout the store! 


SPECIAL 


Enamelware 


OO? 


Only by making tre- 
mendous purchases can 
we offer you this high- 
grade enamelware at 
this low price. Perco- 
lators, convex sauce 
pots, double boilers, 
French fryers, oval 
dishpans and _ three- 
piece sauce sets. In 
beautiful ivory and 
green. 


STORE 
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Brief Description 
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Garbage Cans 


0° 


The modern sani- 
tary way—no bend- 
ing—no touching 
the garbage can. 
Just a slight pres- 
sure of the foot 
raises the 

Finish.... Size.... 
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Mixing Bowls 


0° 


In plain earthen- 
ware or fancy 
chinaware—various 
size sets—a house- 
hold necessity. All 
speciaHy priced for 
this great sale. 


List Additional Items and Prices 


NAME 





Fall Cleaning 


Everything to make your fall 
cleaning easier—modern, up- 
to-date equipment at ex- 
tremely low prices. All high 
quality, assuring long wear 
and satisfaction. 


List Cleaning Needs with 
Brief Descriptions 
and Prices 


YOUR STORE NAME 














HOW - 
TO ORDER 


If you have local stereotyping 
facilities, request the complete 
sets of mats of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number 
given under each cut, listing the 
numbers in a column. gure 
the charge of 35c. for each cut 
when less than ten cuts are 
ordered; when ordering ten cuts 
or more figure the charge at 30c. 
for each cut ordered. Enclose 
check with order, please—this 
saves bookkeeping for small 
amounts. Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 
239 W. 39th St. New York City 
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HARDWARE AGE 
ADVERTISING 
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On New Fall Business—ADVERTISE 
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Everybody’s I alking About Our Values 


—and no wonder—they’re the greatest we’ve ever seen. 
Never in the last ten years have we been able to offer such 
high-grade merchandise at such low prices. It pays to shop 
at (Store Name). 





You Can’t Afford to 
Appear at School 
With Shabby Luggage 


You are judged as much by 
your luggage as your clothes List Items With Brief Descriptions and Prices 
in this modern age. Come 
in today and take advantage 
of our special September 
prices on luggage and trunks. 


List Items with Prices YOUR STORE NAME 








YOUR STORE NAME 








You Can't Beat 
STORE NAME 





For Values 
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8 
Back to School Every day more people are realizing this great truth. We 


do not try to sell chedp merchandise, but we do believe we 
SP-E- LA-LS sell hardware at the lowest prices for the same high quality. 


Come in today. 


Don’t miss this opportunity 
to save! Here’s some truly 
wonderful bargains. All per- 
fect merchandise and all spe- 
cially priced for this week. 


List Items With Brief Descriptions and Prices 


List Items with Prices 


YOUR ST.ORE NAME 
YOUR STORE NAME 
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GeneraL Marker News 


Seasenal Gain 
Is Belated 


New York, Sept. 9.—Reports 
received from the nation’s lead- 
ing hardware markets indicate 
that the usual seasonal expansion 
in the demand has not, as yet, 
materialized. The trade appears 
to have adopted a cautious atti- 
tude in forward buying, as there 
is a decided tendency to post- 
pone placing orders for fall and 
winter requirements. 

The moderate temperatures 
prevailing in most sections of the 
country have restricted the nor- 
mal movement of fall goods, 
while unsatisfactory basic condi- 
tions have also hampered trade. 
With the first cold spell a marked 
increase in the call for seasonal 
merchandise is anticipated. 

The one bright spot in current 
activity is in the New England 
territory, where business con- 
tinues to compare fairly favor- 
ably with a year ago. 

Prices on most hardware and 
allied products continue to re- 
flect a slightly easier trend. The 
opinion is general, however, that 
quotations, in the main, will 
show fewer and less marked de- 
clines in the future, as most re- 
adjustments, which have been 
anticipated, have now been com- 
pleted. Many staple hardware 
lines are selling at figures con- 
ceded to be below their cost of 
production. 
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OF THE WEEK 


The credit situation is fairly 
satisfactory, although collections 
are slower than usual. 





List Prices Are Reduced 
on Hygrade Tubular Lamps 


On Sept. 1, the following list prices 
became effective on Hygrade tubular 
lamps, manufactured by the Hygrade 
Sylvania Corp., Emporium, Pa.: 


Old List New List 


Price Price 
25 Watt 110, 115 and 
120 volts T-6% 
Clear Inter. Base. .$ .55 $ .45 


25 Watt 110, 115 and 

120 volts T-10 Clear 

Med. Base....... 45 235 
40 Watt 110, 115 and 

120 volts T-8 Clear 

Med. Base. 1.00 .90 





Hardware Exports Drop 
427% in First Half of 1931 


The United States export trade in 
hardware and allied products declined 
from $31,489,270 in value during the 
first half of 1930 to $18,305,582 worth 
in the corresponding period of 1931— 
a drop of $13,305,582 in value, or 42 
per cent. The world-wide depression 
and the continuing slackening of build- 
ing activity is probably to be held 
chiefly responsible for this slump in 
trade. The trade of European  com- 
petitors has also fallen, though in some 
instances not so much as the American 
exports. 

In times of depression price is fre- 


quently the determining factor, and the — 


American products included in these 
total figures have long stood for quali- 
ty rather than cheapness in price. Thus 
when money is scarce in world markets, 
the American hardware manufacturer 
is usually the first to suffer. On the 


other hand, the United States producer 
is not as dependent upon foreign mar- 
kets as are the European makers—for 
example, in a normal year the United 
States exports only about 5 per cent 
of its hardware production, while Ger- 
many sells over 50 per cent abroad and 
the United Kingdom a somewhat small- 
er percentage. 





Frigidaire and Westinghouse 
Lower Refrigerator Prices 


Price reductions on both Frigidaire 
and Westinghouse electric refrigerators 
have been recently announced by their 
makers. 

The Frigidaire reductions are 5 per 
cent on household models and 10 per 
cent on commercial types. In announc- 
ing the lower prices, J. A. Harlan, 
vice-president in charge of sales for 
the Frigidaire Corp., said that dealers 
would receive a rebate on the stock 
in their hands equal to the amount of 
the reductions. 

The reductions announced by the 
Westinghouse Electric and Manufac- 
turing Co., range from 10 to 20 per 
cent on all Westinghouse models ex- 
cept those for apartment house use. 





Sylvania Radio Tube Sales 
Show Substantial Gain 


An increase of 120 per cent in unit 
sales of Sylvania radio tubes is shown 
by the cumulative sales reports for 
1931, as contrasted with the corre- 
sponding period of 1930. Dollar volume 
of sales for the same period shows a 
gain of 94.3 per cent as announced by 
E. H. McCarthy, General Sales Man- 
ager of Sylvania Division, Hygrade Sy]- 
vania Corp., Emporium, Pa. 

A record shipment of 122,500 tubes 
on a single order was made from the 
factory on Aug. 14, but this record has 
been very closely approached on several 
previous occasions. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 
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Much has been written, talked and sung 
about service. Most manufacturers, and 
we are no exception, give service to deal- 
ers in various forms—window displays, 
price cards, booklets for distribution, 
euts of the product for catalogue and 
newspaper work—all of this is fine so 
far as it goes. But how does the mer- 
chant profit by the manufacturer’s ad- 
vertising to the consumer? How does 
Remington advertising and Remington 
contact with the consumer through corre- 
spondence mean actual sales to the retail 
dealer? 


Remington advertises nationally to 
consumers in the sporting, farm, boys’ 
and general publications. This produces 
many thousands of letters yearly from 
consumers, many of them reading like 
this: 

“Where can I buy your Model 17 
repeating shotgun with 28” barrel?” 

“Send me one of your $5.00 bolt 
action rifles and I will send you the 
money.” 

“Enclosed find $1.50 for scissors 
No. D36. My dealer does not carry 
your line.” 

“Can I buy a case of Kleanbore 
Hi-Speeds directly from the factory?” 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 











25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R. A. Co. 
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The writers of these letters are pros- 
pects for the retail merchant. Remington 
helps him to help himself by answer- 
ing all inquiries very carefully. When 
no dealer is mentioned, we refer the 
prospect to the merchant nearest to him. 
Whenever a dealer is mentioned we write 
to him, sending a copy of the letter 
we send to the consumer, suggesting to 
the dealer that he get in touch with the 
prospect. 

In some cases we go further—when 
the individual sends us a check or postal 
money order in payment of the article 
advertised, the dealer is credited with his 
share of the profit just as if he had made 
the sale. 

This is real service. Not because of 
the money transacton alone but it shows 
the dealer that a demand for the mer- 
chandise has been created by our adver- 
tising—an inducement for him to handle 
and pypsh the Remington line. 

We wonder whether the retail dealer 
realizes and appreciates this valuable help 
which he is getting from us, which means 
that we are bringing this consumer de- 
mand right to his very door. 

There is a yearly consumer demand 
for $30,000,000 worth of Remington 
products. 


Don’t submit to substitutions! 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


Telephone, DIgby 4-2300 
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Basie Business Indieators for Week Ended Aug. 29 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive =100 


Mixed trends continue to be reflected in the charts reproduced below, which show the current courses in 

21 of the important basic indicators. Five, including money in circulation, show an upward trend. Seven 

reveal downward tendencies, while nine are practically unchanged from the levels prevailing during the pre- 

ceding week. Recently, emphasis has been placed on the fact that the index of freight car loadings does not 

now as accurately reflect business conditions as in the past. It is estimated that forty per cent of l.c.l. ship- 
ments are being carried by trucks at the present time. 
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Do You Know Why This NEW Improved 


USHCO LAWSON WRENCH 
Will Sell Itself? 


THE 


THE 


U.S. HAME COMPANY 
Buffalo, N. Y. 


Canadian Representative: 
U. S. Hame Co. 
130 Queens Drive, 
Weston, Ont. 


euseseeee SEND THIS COUPON! asessaene: 


U.S. HAME CO., 
135 Tonawanda St., 
Buffalo, N.Y. 
Gentlemen : — 
Please send me your illustrated folder giving details 


and specifications of the USHCO Lawson line of wrenches. 





ere ee 





Address ‘satis aati 








City. 








Firm Name 
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—" 


E mean just that... it will sell itself. Any household- 

er or mechanic who appreciates good tools will want 
this one. 
The angle handle and the patented principle make the 
USHCO Lawson definitely a better wrench. It is simple in 
construction... only 5 parts. Itis faster and easier to use... 
you can work it with one hand. In fact, on one tough job 
this wrench will pay for itself. 


. Hard-to-get-at pipes that are in corners or lie parallel to a 


floor, wall or ceiling, are easy meat for the USHCO Lawson. 
The angle handle lets it slip by obstacles and clamp onto 
the pipe you are after. It goes in...grips and does the job. 
Its grip is powerful too, but it will not mutilate the pipe. It 
handles hexagonal and square nuts in the same way. 
Drop forged from special alloy steel, this wrench will last a 
lifetime. Sizes: 8”, 10”, 14”, 18” and 24”. It is packaged in 
a brilliantly colored container. We are aggressively adver- 
tising it to the trade. 

Get the details and specifications on these USHCO Lawson 
Wrenches now. Send us the coupon today! 
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NEW YORK 


New York, Sept. 8. 


| ITTLE tangible improvement in 

current business is reported by 

local distributors of hardware 
and allied lines. Several factors in 
addition to unfavorable business con- 
ditions generally have served to retard 
activity. The easier tendency of prices 
and the moderate weather which con- 
tinues to prevail have both exerted an 
adverse influence on the demand for 
fall lines, which would normally be in 
fair early call at this time. It is gen- 
erally conceded that the amount of such 
merchandise carried over from a year 
ago is small and only a limited number 
of orders for fall goods have been 
placed so far this season. Wholesalers 
point out that this situation will make 
the consumer demand almost immedi- 
ately result in a change for the better, 
with the first signs of autumn temper- 
atures. It is deemed unlikely, however, 
that the volume of fall business in the 
offing will equal that of last year. 
August sales totals in most wholesale 
establishments showed a greater de- 
cline, as compared with the same 
period of a year ago, than was shown 
by July figures. 


SALES IN OTHER LINES 


The business review of the New 
York Federal Reserve Bank for July 
reveals that department store sales for 


BOSTON 


(Boston office of HaRDWARE AGE) 
Boston, Sept. 8. 


CCORDING to local shelf hard- 
A ware wholesale houses, business 
is better than anticipated. It is 
not inferred that business is brisk, but 
the average retailer is ordering fre- 
quently and in more substantial quan- 
tities, consequently the movement of 
merchandise out of wholesale houses is 
running well ahead of a year ago in 
volume. August figures are not avail- 
able, but it is assumed by wholesalers 
that bookings for that month exceeded 
those for 1930. 


CURRENT GAIN 


Current improvement in trade is all 
the more noteworthy in view of the fact 
that a year ago business at this time 
was beginning to pick up following a 
rather protracted dull period. It is also 
encouraging to note that while current 
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the month reflected a decrease of 6 per 
cent as compared with the same month 
of a year ago. In commenting upon 
July wholesale trade in this district, 
the review says, in part: 

“July sales of representative whole- 
sale firms in this district averaged 17 
per cent below a year ago, a consider- 
ably larger decline than in June, but 
somewhat below the average decrease 
for the earlier months this year. 

“Year-to-year decreases of 8 to 21 
per cent occurred during July in sales 
of hardware, shoes, paper and cotton 
goods, while considerably larger de- 
creases were reported in men’s cloth- 
ing, jewelry and diamonds. 

“The value of merchandise stocks on 
hand at the end of July remained sub- 
stantially below 1930 in all reporting 
lines except drugs and hardware. Col- 
lections in July of this year were only 
slightly smaller than the previous 
year.” 


ACTIVE MERCHANDISE 


Most housewares are’ moving in 
healthy volume, with new items and 
articles at attractive prices especially 
active. Galvanized ware, woodenware, 
kitchen utensils, cleaning supplies, 
canister sets, bread boxes, table elec- 
trical appliances, kitchen cutlery and 
kindred lines are in good demand. 
Canning equipment is lively, with sup- 





Business Exceeds Expectations; 
Current Improvement Noted 


buying in the main embraces such 
seasonal merchandise as steel shovels, 
conductor pipe, galvanized and wood 
pails, ammunition, wheelbarrows, fenc- 
ing, roofing materials, stepladders, steel 
cash boxes and files, automobile and 
bicycle tires and tubes, levels and kin- 
dred carpenter tools, floor polishes, 
carpet beaters, alarm clocks, casters, 
bolts, nuts, screws, nails, etc., etc., such 
things as carving sets, stove pipe and 
elbows, wooden snow shovels, crosscut 
saws, axes, door mats and other arti- 
cles that may be required by the public 
in October, November and December 
are beginning to move out of wholesale 
stocks. In other words, the market is 
broadening. 


FORWARD BOOKINGS 


As a matter of fact, wholesalers are 
securing quite a number of orders for 
goods required during the last quarter 





Fall Improvement Still in Offing 
September Received a Slow Start 


plies for the cold pack method most 
popular. Oil heaters have started to 
move. Toy buying has shown a recent 
spurt and toys to sell at $1 are in ex- 
cellent demand. Items related to the 
opening of school are also fairly ac- 
tive. An excellent demand exists for 
grass seed. 


HOME BUILDING LEADS 


There is some consolation for the 
hardware trade in the fact that the 
construction under way in this district 
is largely of the residential type, in 
which the hardware wholesaler and 
dealer often shares. 

Construction contracts awarded in 
the New York metrvpolitan area dur- 
ing the period from Aug. 1 to 22 
amounts to $27,154,000, the Dodge 
Corporation reports. This area re- 
ported $14,589,800 in residential con- 
tracts; $7,334,200 in non-residential 
contracts; and $5,230,000 in public 
work and utilities. 


PRICE REVISIONS 


Practically the only recent price 
change of importance is a reduction of 
approximately 10 per cent in stove bolt 
prices. Minor adjustments to a lower 
basis continue to be rather frequently 
announced by manufacturers. In most 
staple lines price shading continues to 
be a rather prominent feature. 


of 1931, but with stipulations that ship- 
ments are to be deferred until late this 
month, or early in October. 

It is assumed by wholesalers that 
retail stocks of fall and spring mer- 
chandise are small, and that business 
will continue encouraging the remain- 
der of 1931. Some houses go so far 
as to predict that sales volume this 
year will show a sizable increase as 
compared with 1930, and dollar volume 
just about break even. 


INDUSTRIAL OUTLOOK 


Sentiment as to the business outlook 
is still decidedly mixed, with the ma- 
jority on the pessimistic side. It is 
pointed out that manufacturers con- 
tinue to cut wages or contemplate re- 
ductions; that the public is still cau- 
tious; that New England’s export mar- 
ket is materially cut down; and that 
manufacturers in general see little 
ahead of them. 

On the other hand it is true that 
banks have more money than they can 
find use for and are about to instigate 
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( ALL METAL 


FOR ALL 
A Brand New aman 
Feros ite iutel 42) amie) e You REFRIGERATORS 


Ice Comes Out 
in a Jiffy Without 
Holding Under 
Water 
* 

Take Out One or 
More Pieces of Ice 
Without Ruining 
Whole Trayful 


-Out 


TWIN ICE TRAY 






Good Housekeep 
Spo, * Institute ry 
EKEEPING words 














tray or the grid under 


2. Ice bars—instead of cubes—fit tall bev- 
erage glasses better and cool your drinks 


faster. 


3. 20% faster freezing than other metal 
trays, because of the patented “twin tray” 





COUNTER DISPLAY FREE! 
With every order for ten or more 
Easy-Out trays, this attractive counter 
display, in full color, will be sent free 
of charge. This display sells the Easy- 
Out through words and pictures and 
provides a sample tray that your 
customers may try. 


INTRODUCTORY 
TRIAL OFFER 


To introduce the Easy- 
Out, all merchants who 
write us on their business 
stationery as proofof bona 
fide interest will be sent 
any size Easy-Out tray for 
$1. This offer is limited 
to ONE TRAY per mer- 
chant. Give the name of 
the refrigerator and model 
you wish totry the tray in. 
Further information and 
discount lists will be sent 
to you with the trial tray. 





Think of these Easy-Out advantages— 
1. Out comes the ice, without holding the 
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Pressing on the end flaps loosens the grid 
from the tray. After the grid is lifted out. 
flexing the grid frees the ice bars. You need 
not turn out entire contents of tray every 
time you need ice. If an abnormal freezin 

condition occurs, a dash of water on the bac 

of the tray will produce immediate results. 





feature. 50% fasterthancomposition trays, 
because it is made of quick-conducting 
non-corrosive metal instead of an insula- 
tor, and the “twin-tray” has more freez- 
ing surface. 


4. AND IT WORKS! 


water, 





¢ acopy 
Here’s a new item that is selling like wildfire — one Bye ti '@ 
that sells itself when properly displayed in any store lli ~ rs 
where there is any amount of store traffic. Hard- i 
ware dealers tell us that the attractive counter card : 
prominently located in their windows or on their 
front counters turns buyers of other items into Easy- 
Out owners. When people come into your store for 
other hardware items and see the Easy-Out and 
how simply and quickly it removes ice without hold- 
ing under the water faucet, they buy on sight. 
Send for a personal trial tray to-day and try the 
Easy-Out in your own electric refrigerator. In order- 
ing be sure to give the length, width and depth of 
your present tray as well as the name 
of your refrigerator. Only one tray 
will be sold to each dealer at this 
Special Price of $1. Regular prices are 
$2 for small sizes and $2.50 for large 
sizes. Regular discount is 40%. 


































REFRIGERATION ACCESSORIES DEPARTMENT OFTE 


M CORD 


Easy-Out is being advertised to millions 
of readers of the most popular maga- 
zines in America. Thousands of orders 
have been received by mail because the 
readers of these magazines have not been 
able to find Easy-Outs in their own cities. 
We do not want to do a retail business. 
We want you to supply the demand that 
this national advertising is creating. 


fee 





RADIATOR & MFG. CO., DETROIT. MICH. te 
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a movement to secure customers for ’ 
their funds; that the three fundamental 
New England industries, footwear, cot- 
ton fabric and woolen goods, are still 
in a healthy position; that the indus- 
trial vacation season has ended and 
resumption of plant activities is in 
order; and that the cost of living has 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Sept. 8. 
ATE rains have helped pasturage 
and late crops in many terri- 
tories in the Northwest tribu- 
tary to the Twin Cities, where the 
drouth has prevailed for weeks. To off- 
set this, an early frost hit many lo- 
calities early last week, doing some 
damage to corn and other crops. The 
general corn crop did not suffer, as 
much of it was already past the danger 
point. 





RETAIL TRADE 


Inquiry among dealers brings the 
response that business is slow, but 
many admit to having practically as 
good volume in quantity as last year, 
with the dollar volume down because 
of lower prices. Paint is beginning to 
sell a little better, with the approach 
of cooler weather. 


STOVES ACTIVE 


Stoves and stove accessories are being 
given attention by the dealers, and dis- 


CHICAG 


(Chicago Office of HARDWARE AGE) 

Cuicaco, Sept. 8. 
N view of the radical changes in 
most incomes and practically all 
merchandise values, there is little 
excuse for the store-owner or the house- 
hold head who has not carefully re- 
budgeted his affairs. The very per- 
forming of this simple operation will 
clear away many cobwebs of uncer- 
tainty or misinformation which have 
handicapped personal and business ac- 

tivities. 

There will be some shocks, in noting 
the relatively higher percentages of 
rent and tax expense,—but compen- 
sating surprises of pleasanter nature in 
other reduced costs fairly matching re- 
duced income. If this condition is not 
found, management has been woefully 
careless, and a long overdue house- 
cleaning is immediately in order. 

In any new budgeting for future 
months, common humanity will dictate 


been reduced much more than have 
wages been cut. 


CREDIT SITUATION 


Generally speaking the credit situ- 
ation did not change during August, 
and not much variation is anticipated 


ITIES 


plays are becoming more in evidence 
as the days go by. Dealers are putting 
on campaigns to urge the public to 
make their stove and furnace repairs 
now, instead of waiting until cold 
weather arrives. 


COLLECTIONS 


Collections have shown a slight in- 
crease in volume, with the marketing 
of crops. This phase of business is 
being given special attention by both 
jobbers and retailers, as in some sec- 
tions of this territory collections are 
the main feature at the time of the 
annual harvest. 





Below are quoted prices on seasonal 
merchandise: 


CHAIN, log, self colored, % x 14 ft., 
$1.00 each; 5/16 x 14 ft., $1.55 each; 
% x 14 ft., $2.10 each; log, coppered, 
% x 14 ft., $1.20 each; 5/16 x 14 ft., 
91.70 each; % x 14 ft., $2.35 each; 
proof coil, % in., $7.85 per 100 ft.; 
% in., $13.15 per 100 ft.; % in., $21.50 
per 100 ft.; 5% in., $33.00 per 100 ft. 

COAL HODS, 17-in., japanned, open, 


$3.20 doz.; 18-in., japanned, open, $3.70 
doz.; 17 in., japanned, funnel, $4.00 





a generous quota set aside, even from 
the most restricted of sure incomes, 
for answering the calls’ for relief of 
the sorely needy. 


THE PRICE STRUCTURE 


One must accord increasing signifi- 
cance to the continued steadiness of 
most of the heavy “fundamentals,” 
upon which the hardware price struc- 
ture rests,—and their apparently suc- 
cessful resistance to further decline, 
despite the lowest ebb of demand. 

“Composite Steel” is a balanced 
average of the most used forms of heavy 
finished steel, such as Bars, Plates, 
Sheets, Pipe, Nails and Tin Plate. The 
price on Composite Steel has dropped 
less than 3 per cent from the figure 
ruling a year ago, and is now a shade 
higher than the June low. The reason 
lies in the seldom appreciated mod- 
erateness of the advances in Steel 
values, when all the world was inflating 


this month. It is quite satisfactory 
under the circumstances. 

A comparison of the number of retail 
hardware store failures, as compared 
with those in other lines, shows con- 
clusively that the hardware trade gen- 
erally is infinitely better off than gener- 
ally realized. 


Stoves Are Receiving Attention; 
Collections Show Improvement 


doz.; 18-in., japanned, funnel, $4.50 

doz.; 17-in., galvanized, open, $4.00 

doz.; 18-in., galvanized, open, $4.35 

doz.; 17-in., galvanized, funnel, $5.10 

_ ; 18-in., galvanized, funnel, $5.50 
oz. 


STOVE . PIPE DAMPERS, cast iron, 
wood handle, 6-in., $1.25 doz.; cast iron, 
wire handle, 6-in., $1.15 doz. 


STOVE PIPE ELBOWS, 30-ga. common, 
corrugated, 6-in., $1.10 doz.; 28-ga. 
common, corrugated, 6-in., $1.30 doz.; 
28-ga. adjustable, 6-in., $1.90 doz. 


STOVE PIPE, uniform blued, 28-ga. 
K.D. 6-in., $11.00 per 100 jts.; 28-ga. 
K.D. 7-in., $13.90 per 100 jts. 


STOVE BOARDS, crystallized, 28 x 28 
in:, full cases, $16.65 doz.; 30 x 30 in., 
full cases, $19.35 doz.; 36 x 36 in., full 
cases, $27.00 doz. 


STOVE SHOVELS, japanned, 14% in., 
60c. doz.; japanned Jumbo, 21% in., 
$1.00 doz. 

WEATHER STRIP, wood and felt, %-in., 
$1.60 per 100 ft.; %-in., $2.10 per 100 
ft.; 1-in., $3.25 per 100 ft. 


SNOW SHOVELS, steel blade, straight 
handle, $4.15 doz.; steel blade, D han- 
dle, $5.00 doz.; galvanized steel blade, 
D handle, 15% x 17, $9.12 doz.; galvan- 
ized steel blade, D handle, 16 x 21, 
$99.72 doz. 


All prices quoted are f.o.b. Twin 
Cities, and are jobbers’ quotations to 
retailers, subject to change without 
notice. 


Re-budgeting Is Advocated — 


Price Foundation Is Firm 


prices in 1928 and 1929, a bare 20 per 
cent. being added at the peak, above 
the distress lows of 1922. This 20 per . 
cent has now about been wiped out, 
and “there doesn’t seem to be anything 
more left to give away,” as the steel 
men put it. 

Growing steadiness, because of ex- 
treme lowness, seems apparent also in 
Copper, Lead, Tin and Zinc,—in Rub- 
ber and in Hides. Furthermore, as 
Governor Murray tells the world, Crude 
Oil is decidedly on the way up. 


TRADE NEWS 


Spring orders are now being ac- 
cepted by mills and jobbers, on Field 
and Poultry Fencing, Gates and Posts, 
with March Ist dating now effective on 
orders for 500 Rods of Fence, and 500 
Posts, or over. Present prices, recently 
slightly revised, are expected to hold 
through the 1932 Spring season. 

Furnace Cement is being ordered 


(Market Reports Continued on Page 66) 
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PIN TUMBLER 


PADLOCKS 





“T want a good padlock Ze 


Hand him an Eagle Pin Tumbler Padlock of 
Extruded Brass. That is a sure way to win 
his respect for the dependability of your 
goods. 


To customers less particular there is always 
the choice of selling a padlock that is not 
“high” in any feature of quality, price or the 
profit it gives you—or—you can recommend a 
better grade Eagle Pin Tumbler Padlock that 
will double both your profit and the cus- 
tomer’s satisfaction. 


<o> 
The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 


Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


pacts {BC ice CO. 


26 Warren Street: New York 
Branch Offices: 
521 Commerce St. 177-179 N.FronklinSt 114 Bedford St 
Philadelphia, Pa. Chicago, lil. Boston, Mass 
Works at Terryville, Conan. 
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f | Stock Up 
Mifor the 
Fall Trade 





Dietz Lanterns are a necessity, 
opposing no obstacle of high cost 
to cause deferred purchases to 
requirements. 


Dietz Lanterns are staple, 
“moving” merchandise — never 
“freeze” your capital — always 
inventory at full value. 


Stock Dietz Lanterns now for 
Fall Trade. 


R. E. DIETZ COMPANY 
NEW YORK 

Largest Makers of Lanterns in the World— 

Founded 1840. Output Distributed Through the 


Jobbing Trade Only. We Do Not Sell Mail 
Order Houses and Chain Stores. 















































A Billion to Burn 


(Continued from page 37) 

Total loss, $27,092,000. Prevention: Chimneys 
built right, kept clean and in good repair and fre- 
quently inspected for defects. 

3. Stoves, furnaces and boilers. 

Total loss, $25,521,000. Prevention: Proper in- 
stallation and regular inspection of all heating ap- 
paratus and connections. 

4. Spontaneous ignition. 

Total loss, $21,739,000. Prevention: Keep i in 
| metal containers all such materials as may develop 
| heat through oxidization or’ combustion within 
| themselves. 
| 
| 
| 





5. Sparks on roofs. 

Total loss, $18,350,000. Prevention: Use of fire- 
proof or fire resisting roofing. Ordinances against 
use of wood shingles in hazard zones. 

6. Electricity and electrical appliances. 

Total loss, $18,961,000. Prevention: Care in in- 
| stallation and use, with regular inspection of equip- 
ment and wiring. 

The terrible thought in connection with the de- 
| struction of millions of dollars’ worth of homes and 
| thousands of priceless lives, is that it is in so large 
| a degree unnecessary—useless—avoidable. When 
a carelessly tossed match or cigarette stub costs 
| one life or a dozen lives or the loss of a million dol- 








| lars, and business and occupation for months for 


hundreds of working people, the careless smoker 
may never be discovered, may not even know of the 
effect of his own carelessness, but the incident ought 
to stand out so vividly in the minds of all other 
| smokers as to make them 100 per cent careful the 
rest of their lives. Unfortunately it does not do 
that. | 
How Can We Alarm the Careless|? 


What kind of an appeal can be made to alarm 
the careless and to give them pause? Perhaps noth- 
ing short of pinning a greater legal responsibility, 
not to say a criminal responsibility upon them. It 
may have to come to that if fire continues increas- 
ingly to reach out and destroy our property, our 


friends and our families. 


Why, indeed, should I not be held responsible 
for the loss to the community, to my neighbors, to 
others, when fire occurs on my premises because of 
my carelessness? 

I may be fully insured. My family may be safe 





¢ from the flames. I may not care much that my 
IETZ TER | building burns. But what about that other property 
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owner on whose building my flying, burning shingles 
alight, half a mile away? What about my neigh- 
bor a score of feet away with an open window into 
which sparks fly to cause ignition and destruction? 
If I do not care enough to be careful on my own 
account, I must be compelled to be careful on ac- 
count of others. 

The Napoleonic Code which prevails in parts of 
Europe has its articles applicable to fires. There 
are teeth in the provisions that place criminal lia- 
bility upon the man who is proved to have brought 
about a fire by some act or negligence of his own. 
Incidentally, fire losses in Europe run about 13 per 
cent of our own. 

Ours is a big, aggressive country and we call 
ourselves a smart people. Is it possible that other 
countries we assume to patronize are outsmarting 
us in so vital a matter as fires and their prevention? 
Millions for fire fighting but not one cent for pre- 
vention seems to be our national attitude in this 


matter. 


“Hear the loud alarum bells,— 
Brazen bells! 
What a tale of terror, now, their turbulency tells! 
In the startled ear of night! 
How they scream out their affright! 
Too much horrified to speak, 
They can only shriek, shriek, shriek, 


Out of tune.” 
—Edgar Allen Poe. 


Bissell 
Announces 
Improved 
Models 


Four new sweep- 
ers have been an- 
nounced by the 
Bissell Carpet 
Sweeper Co., Grand 
Rapids, Mich. The new models are lower and lighter than 
former models. The “Elite” has a curved case of mahogany 
veneer with semi-gloss finish. The “Queen” is made in both 
walnut and mahogany veneer with semi-gloss finish, with one 
piece top and convex bevels. It replaces the former “Amer- 
ican Queen” and “Parlor Queen” models. The new “Prin- 
cess” is a modification of the former model of the same 
name. End plates have been added to the newly designed 
case of figured maple veneer in high-lighted brown. “Utility” 
model is entirely new, having the new style lower case design. 
All of the new models, except the “Utility” embody the “Hi- 
Lo” brush control and chrome plated fittings. List prices and 
present dealer costs mentioned apply only to eastern and 
north middle states, owing to freight rates. Suggested retail 
selling prices are: “Elite,” $7.50; “Queen,” $6.75, and “Prin- 
cess,” $6.25. Dealer costs per dozen are: “Elite,” $60.00; 
“Queen,” $54.00; “Princess,” $50.00, and “Utility,” $36.00. 





SEPTEMBER 10, 1931 

















Never before in 







Lawn Mower History 





AUTOMATIC 

















has such quality 
been offered at 
competitive prices 


The Blair Autorhatic and Universal lines are 
equipped with automatically adjusted, ground Fafnir 
ball bearings—and yet you can offer them in 1932 
at prices only slightly higher than low-priced 
competition. 

Furthermore, these mowers together with other 
Blair models are advertised over the radio every 
Thursday evening throughout the year. Listeners 
are advised to “Look for the green Blair label on 
the handle.” 

The Blair line is complete, and includes models 
with which to meet price competition. Write for 
quotations and circular of the 1932 line. 


BLAIR MANUFACTURING COMPANY 
Established 1879 
Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
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freely in anticipation of Fall repairs 
on Stoves and Furnaces. Reduced spe- 
cial prices here enable dealers to meet 
mail order quotations on this univer- 
sally used product. 

Oven Glass Ware is starting to move 
out well, as belated dealers are pre- 
paring their stock for the Fall selling. 

A noticeable improvement is_ re- 
ported in the sale of Electric Irons, in- 
dicating depletion of dealers’ stocks by 
the hot weather demand. Supply job- 
bers advise that Batteries are moving 
nicely, and that there has been a 5 per 
cent advance in the price of a leading 
brand of loom-wire. 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PitTsBuRGH, Sept. 8. 


HE first week of September has 
brought neither actual improve- 
ment in hardware business, nor 
tangible evidence that an upswing in 
demand is immediately ahead. Some 
of the trade are hopeful that since 
Labor Day means the end of the va- 
cation season and the reopening of 
schools, there may be some swell in 
urban business, but the kind of activity 
so pleasing to merchants is generally 
believed to be some way off. 


NEW FIREARM LAW 


A drive against the gangsters became 
effective as of Sept. 1, last, in this 
State when the law against the un- 
licensed sale of revolvers and sawed off 
guns went into force. Every retail 
merchant has to have a license which 
costs him $10 and for every individual 
license issued there is a fee of 50c. 
Any violation of the law is liable to 
bring about a penalty of $3,000 and 
imprisonment. Applications for the 
purchase of a revolver or cutoff gun 
must be made out in triplicate and 
within six hours a copy must be sent 
to the police head in the city or to the 


CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Sept. 8. 


| | NIMPRESSIVE though the dis- 
trict hardware, market is, the 
general feeling in the trade is 
still optimistic. Demand for all types 
of hardware articles so far this month 
has kept pace with that of August, 
which month showed a better level of 
business than August of last year. 
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Record large sales resulted from a 
summer campaign just closed, on a new 
Steel Plate Triangular Oil Mop with 
4 foot handle, to retail as a dealer’s 
leader at 33 cents, instead of the usual 
50 cents. 

Cotton Sash Cord and Wrapping 
Twines have been reduced about 744 
per cent, following naturally the re- 
cent drop in Cotton values. 

A Cutlery bulletin records a real re- 
vival in demand for Scissors, Shears 
and Sewing Sundries. It seems that 
home dress-making or wardrobe repair- 
ing is a general sign of the stress of 
the times, in spite of the greatly re- 





sheriff of the county in which the seller 
is resident. A second copy is held by 
the seller and the third copy must be 
mailed to the Secretary of the Common- 
wealth in Harrisburg, Pa. The same 
procedure has to be followed on total 
sales. 


ACTIVE LINES 


Loaded shells and preserving neces- 
saries still are doing well, the depres- 
sion plus an abundant crop of fruit 
and vegetables resulting in much more 
activity than in recent years in canning 
winter food supplies. There is little 
interest as yet in cold weather items, 
chiefly because weather conditions do 
not suggest that the summer yet is over. 


PRICE CHANGES 


Price changes of importance are 
lacking. One line of men’s bicycles 
has been lower from $1 to $1.50 each. 
New prices have appeared on Winslow 
roller skates, which now are quoted at 
$1.40 per pair for No. 38, $1.25 for 
No. 3814, $2.25 for No. 38R (rubber- 
wheeled) and $2 for No. 3844R (rub- 
ber-wheeled). Electric welded machine 
chain for which there is now a fair de- 
mand is priced lower at $5.50 100 Ib. 





EFFECT OF DECLINES 


Jobbers indicate, however, that the 
same business volume at present prices 
would not produce the same financial 
return as a year ago so that the proper 
comparison is made through reports 
on the amount of merchandise moved. 
While there are no sudden changes of 
prices, jobbers report that quotations 
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Business 
Minor Price Changes Are Effective 


duced prices of ready-made wearing 
apparel. This bulletin also reminds 
dealers that Fall is the best selling sea- 
son for replacements of inexpensive 


Silverware, Chromium- plated and 
Nickel-Silver Knives, Forks and 
Spoons. 


Small Glass Knobs are said to be 
rapidly replacing the old style Wood 
Knobs and Pulls for Furniture and 
Cabinets. For the average dealer, an 
assortment of 30 or 40 selected Knobs 
provides the necessary patterns and 
sizes to suit the most particular taste. 
Prices range from nickel sellers to 
really good ones to retail at fifty cents. 


Remains Rather Dull; 


for No. 3-0, $6 for No. 4-0, $9.50 for 
No. 5-0 and $10.25 for No. 6-0. New 
and lower prices are announced on 
Steinite radios, with Model No. 700 
listing at $49.50, model No. 642B at 
$79.50, Grandfather Clock Model at 
$99.50, Model No. 725 $99.50, Model 
No. 705 at $59.50, Model No. 706 at 
$69.50, these prices being subject to a 
trade discount of 40 per cent. 


JULY TRADE 


Wholesale and retail activity in the 
Pittsburgh district in July showed 
moderate gains over June in retail 
drugs, men’s furnishings and jewelry 
and in wholesale groceries and elec- 
trical equipment, but losses were the 
rule in other lines. Retail hardware 
business dropped 16.4 per cent as com- 
pared with June, 43.4 per cent com- 
pared with July, 1930 and for the first 
seven months of the year it was down 
18.6 per cent compared with the same 
period last year. Wholesale hardware 
business dropped 3.6 per cent com- 
pared with the month before, 23.5 per 
cent from a year ago and for the first 
seven months it was down 22.5 per cent 
from the record of the same period 
last year. 


Sentiment Still Optimistic; 
Future Orders Are Limited 


are being adjusted from time to time 
to meet the present market conditions. 


STOCKS ON HAND 


Jobbers are keeping their stocks in 
good shape and are ready for most 
any demand that may be made upon 
them. Dealers on the other hand are 
keeping their stocks as low as possible 
and are buying in the same hand to 
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Returning 
business 
is seeking 
the 
well stocked 

store 


ITH manufacturers 
returning, to normal 
schedules, tool sales are 
increasing, for the dealer 
who can deliver the goods. 


The whole MORSE line— 
drills, cutters, reamers, 
taps and dies — offers an 
opportunity for building 
up profits on the increased 
demand for dependable 
production tools. 








The Morse Line 
includes 
High Speed and Carbon 
DRILLS 
REAMERS 





TAPS. AND DIES MORSE Tools, with their 
SCREW PLATES eve 

ARBORS known ability to decrease 
COUNTERBORES production waste, are pro- 
TAPER PINS fit producing, tools for the 
SLEEVES user and the dealer alike. 








as 
a) 


MOR §$! 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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No. 1925 


The Last Word 
In Garage Hardware! 
Ai 
so do owners seek 


greater strength, im- 
proved convenience 





and more genuine 
value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 
which will be sent upon request. 





anufacturing Company 








ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase Sr. 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Marker St: 
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The HACK SAW 
with the 


RED END for 


More Sales 








YOU 
vited to try out a 
sample order of 
SIMONDS “RED END” 
Tungsten Steel Hack Saws. 
Ask Your Jobber to Send 
Them to You. 

You know these new blades have 
caused a great deal of comment among 
machinists and other tool users. These 
men who are, or should be your custom- 
ers, want the blades and naturally look 
to leading dealers to know all about them. 
JUST SPECIFY SIMONDS “RED END” 
on your next Hack Saw order and watch 
results. 


Simonds Saw and Steel Co. 
“The Saw Makers” 


Fitchburg, Mass. Established 1832 


SIMONDS 


TUNGSTEN STEEL 
HACK SAW BLADES 
with the RED END 








mouth proportions that have prevailed 
for the last several months. In many 
instances retailers are holding over 
stocks of last winter’s automobile mer- 
chandise for this year’s demand since 
the mildness of last winter, failed to 
bring out as large a demand as had 
been anticipated. Accordingly, the 
present jobbers’ orders for this type 
of goods, with the exception of alcohol 
and anti-freeze mixtures, is not as 
brisk as a year ago. 


FUTURE ORDERS 


Advance orders for other types of 
merchandise are practically non-exis- 
tant. Some orders, of course, have 
been received for the usual fall sport- 
ing items such as guns, ammunition 
and the like, but the trend is toward 
conservatism in ordering, indicating 
that retailers prefer to let the buying 
public start the movement before they 





Also a slight de- 
mand for stove pipe, elbows and stove 
board has been noted, but this is not 
so great as to indicate a definite trend 
of storekeepers to anticipate to a large 
amount their future needs. 


stock their stores. 


GENERAL CONDITIONS 


With crops apparently much better 
this year than last, retailers in the 
country sections of the district feel that 
there will be an uptrend in demand 
this fall. Retailers in other portions 
of the district are still feeling the gen- 
eral business depression, but they are 
enjoying as good business as retailers 
in other lines of business. 

General market conditions are with- 
out encouragement, unless the con- 
tinued good feeling of business men 
can be called a market trend. It is 
the general feeling that any change 
will have to be up. 





ATLANT 


(Atlanta office of HARDWARE AGB) 
ATLANTA, Sept. 8. 


SLIGHT improvement, accord- 
A ing to reports from hardware 

jobbers serving this territory, 
was noted in the demand for hardware 
merchandise in August over July and 
of the same month last year, however 
for the past two weeks the cotton crop 
situation has reflected to a _ slowing 
down of business volume in general 
throughout the South. Many plans of 
relief are being offered for the handling 
of the South’s largest money crop and 
until these plans are either abandoned 
or decided upon, business will, so to 
speak, be more or less “frozen.” 


FALL PROSPECTS 

Naturally the trade at this critical 
time is none too optimistic over the 
outlook for fall business but it is be- 
lieved that business conditions will 
take on a more favorable aspect as 
September gets under way. This is a 
traditional turning point in commer- 
cial and industrial activities of the 
year and business will respond quickly 
to any improvement. The purchasing 
power of the dollar is tremendously 
greater than in years and in some in- 
stances larger than at any time in his- 


tory. 
FUTURE ORDERS 


Bookings on orders for future de- 
livery are rather slow with the excep- 
tion of plow goods, plow gearing and 
stoves, which are reported to show a 
nice volumne for January shipment, 


PRICE TREND 


Small items of iron and steel con- 
tinue to be revised slightly downward 


Cotton Shows Demand; 
Forward Buying Slow 


in price, however, no changes of im- 
portance have been brought to atten- 
tion at this reporting. 


COLLECTIONS 


Reports on credit and collections are 
considered fair and in keeping with 
present conditions, although accounts 
are being handled with greater cau- 
tion than in the past. Many retailers 
are forced to ask for an extension of 
time in paying their accounts due to 
slowness in collections from their cus- 
tomers. 


BUSINESS FAILURES 


The Sixth Federal Reserve Bank of 
Atlanta in its recent survey of business 
conditions in the Southeast reports a 
more stable business situation as shown 
by the fact that commercial failures 
in the Southeast during July totaled 
1983 against 1993 in June and 2028 
in July a year ago. 





Rank of Leading Ten Cities 
in Wholesale Trade Shown 


The first ten cities of the country in 
volume of wholesale trade as compiled 
by the Bureau of Commercial and In- 
dustrial Affairs, from preliminary re- 
ports of the census of distribution, rank 
in the following order: 

New York, $15,596,537,067; Chicago, 
$5,194,204,626; Boston, $2,270,213,087 ; 
Philadelphia, $2,155,363,623; San 
Francisco, $1,579,456,811; Pittsburgh, 
$1,469,142,938; St. Louis, $1,356,400, 


748; Detroit, $1,336,804,998; Los 
Angeles, $1,240,596,468; Cleveland, 
$974,474,391. 
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NEW ORLEANS 


Many Construction Contracts Awarded ; 
New Steamship Line Starts Service 


ONTRACTS have just’ been 
awarded by the Louisiana High- 
way Commission for the con- 

struction of 55 road and bridge projects 
in various parishes of the State. 

The total of the low bids received was 
$3,612,258 which, after allowing 10 per 
cent for engineering and contingencies, 
brings the total cost up to $3,973,483. 

The contracts just awarded cover 
about 325 miles of roads and five 
bridges. 


NEW STEAMSHIP LINE 


Representing the first passenger 
steamship line to operate direct from 
a Mississippi Valley port to the South 
American east coast and opening a new 
era in the development of transporta- 
tion facilities for the Valley, the steam- 
ship Delnorte of the Delta Line has just 
left New Orleans on its maiden voyage 
to Rio de Janeiro, Santos, Montevideo, 
Buenos Aires and other points with a 
complete list of passengers in its spa- 
cious quarters. 

The Delnorte is the first of the four 
reconditioned ships that the Mississippi 
Shipping Company, owners and opera- 
tors of the Delta Line, will use in the 
new service. The other three vessels, 
the Delsud, Delvalle and the Delmundo 
are now being converted into passenger 
steamers at the Jahncke drydocks here 
and will be ready for service shortly. 
Purchase and reconditioning of the four 
‘ships to convert them into mail and 
passenger vessels with a speed of 18 
knots is requiring an expenditure of 
more than $1,000,000. The other eight 


ships operated by the Mississippi Ship- 
ping Company, owned by interests here 
and in other parts of the Valley, will 
carry freight only. The twelve ships 
represent an investment of more than 
$4,000,000. 

The new line is a first full step to- 
ward realizing the long cherished hope 
of the Valley to secure more frequent, 
faster and more efficient ocean service 
between Gulf ports and overseas mar- 
kets to better serve its export and im- 
port trade. 


MAY DIVERT SHIPPING 


A concerted effort will be made to 
divert to New Orleans a portion of the 
1,050,000 bags of coffee that Brazil 
will exchange for 25,000,000 bushels of 
farm board wheat. 

Since a considerable portion of the 
wheat could be handled to better ad- 
vantage at New Orleans, it is expected 
that some of the coffee will move this 
way instead of direct to New York 
where arrangements have been made to 
store it in Bush Terminal. Even were 
all of the coffee sent to New York, the 
ships engaged in that movement could 
carry back only one-fifth of the wheat 
as five times as much shipping is re- 
quired to carry the wheat to Brazil as 
would be needed to bring the coffee to 
the United States. This would mean 
that the Brazilian government, in 
charge of the water transportation, 
would have to send up additional ships 
in ballast to take back four-fifths of 
the wheat, or would have to arrange 
for its transport in vessels already in 
American ports. 





Index Figures Show Trend 
in Real Estate Activity 


The following index figures, based on deeds recorded in sixty-four typical cities 
«of the United States (1926=100), were compiled by the National Association of 
Real Estate Boards. They give an accurate picture of the trend of real estate 


activity since the peak in 1925. 


Month 1924 1925 
EE LA So hae 5.8 hk eas oT S 7S 97.7 
ae re loka mbanh ie daa ease 94.6 95.7 
EE tara Xawan's vss cin a weeds 88.6 98.0 
IR ol oad ae stad ns aon eeeenaees 99.8 102.4 
MN t2ucaGa-e¥.0b se ees.e ews b> <aweer hee 100.9 107.9 
pS SOE TO rere 88.2 
LT ich ns ase vey 64a Uae eae ous «oP 94.4 106.8 
BNE, <iein'n v0 WMO Vass 2 cou teed aae’ 96.3 107.0 
INE acs be 3 la'nri6'0. 440.4 Ooresivine oem 96.0 109.0 
EE: Sunn sv G bb ots Kel sesanbee<oabe 103.0 112.6 
RECT AR 7 om POF ee age 1-9 92.5 105.7 
PUNE. ANG heed incon s ccvatey pees 99.9 109.6 
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1926 1927 1928 1929 1930 1931 
100 91.3 89.6 87.2 75.0 66.0 
100 90.5 92.7 86.8 74.5 66.7 
100 91.7 85.2 82.3 70.3 61.7 
100 90.6 82.6 85.7 73.0 62.0 
100 91.2 90.2 88.6 73.5 sae 
100 87.8 84.2 82.3 66.8 
100 94.1 84.3 85.6 69.9 
100 96.1 91.2 86.7 69.6 
100 91.2 83.8 79.7 66.8 
100 94.7 95.0 85.5 74.0 
100 96.9 89.9 80.6 64.6 
100 95.7 85.6 75.2 68.9 





SECRET 
SERVICE 


Soon Master will re- 
lease the greatest 
padlock contribu- 
tion the world has 
ever known. 


MASTER LOCK CO. 
MILWAUKEE, WIS., U. . A. 


Qe ocks 


The only Genuine laminated 
it’s Patented’: 


case 














‘PRICED FOR PROFIT 


The Hardware Trade Can Handle 

Apple Paring Equipment 

to Excellent -Advantage for 
the Next Three Months 


bie ong OR 
INF onuation 
ON OUR 
COMPLETE 
LINE 


Model White Mountain Model 98 Turntable 





If you have calls for larger machines 
we suggest 


BONANZA (Hand Operated) 10 Bu. per hour 
LEADER (Motor Driven) 20 Apples per minute 


—BUILT TO STAY SOLD— 
Line carried by Leading Jobbers 


GOODELL CO.,  anrrin, n. u. 


Mfrs. Paring Equipment Since 1875 











1 «stee] expansion ring to.maintain efficient suction 
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SCREEN DOOR 
CLOSERS 


Outstanding construction advantages are now offered in 
the two, Iico Screen Door Closers. Both models are fast 
moze possible worth-while profits to the hard- 
ware dealer. he ILCO SENIOR, shown above, is priced 
to retail at $1. 30 to $2.00; the ILGO JUNIO R, below, may 
be retailed at 75c. to $1. 00. Each has a solid brass 
«'eylinder and a scientifically designed: leather onet = 
wide 
)Fange of adjustment is possible by turning a convenient 
lating. screw, They may be. used on either right or 

left hand doors. 


Write today for m9 prices and —e on free demon- 
stration materia: 


THE INDEPENDENT LOCK © COMPANY 
FITCHBUR 


G, MASSACHUS: 








Build "Em Up Then Knock 
"Em Down 
(Continued from page 65) 


fire prevention. We are beginning to realize the disgrace- 
ful waste in our bankruptcy rate, but we are still saying, 
“Let ’em die.” 


But the “let ’em die” policy is only one of the beauties 
of deflation. The policy of “let ’em suffer” is almost as 
beautiful. It is the policy of liquidation which obsesses 
our best bankers these days. “You must reduce inven- 
tories”; “You must turn your ‘assets into cash”; “Your 
position isn’t liquid enough.” For generations we have 
heard this from bankers and believed in the mystic virtues 
of liquidation without really understanding them and 
without ever questioning them. Why not question them? 
Why must inventories be reduced? What is the good of 
cash? What is the good of being in a liquid position? 


What are we liquidating? Frozen assets, or men and 
money? Why sell dollars for fifty cents? Why is it neces- 
sary to liquidate the steel and concrete that make fac- 
tories, the land on which stores and homes and offices are 
built, the stocks of goods made by men who were paid 
economically sound wages? Nobody can question the 
desirability of deflating such monstrosities as the stock 
prices of 1929 and the Florida real estate prices of 1927; 
they needed not only liquidating but vaporizing. What is 
there economically sound in “destroying the structure of 
real estate financing, in foreclosing mortgages on homes 
and commercial buildings, in wiping out equities and 
annihilating values? In the old ten-twenty-thirty melo- 
dramas, the man who foreclosed the mortgage was always 
a villain. But to us modern sophisticates he has become 
a hero. 

It is sad to listen to the howls which the bankers are 
setting up at the banking authorities who want to write 
down the valuations on some of the bonds held by. banks. 
This writing down is long overdue and is exactly what the 
bankers have done to their customers. Ordinary mortals 
may think this is retribution, but it isn’t. It is a logical 
continuation of the devaluating process which the bankers 
have ‘been carrying out. It’s their own chickens coming 
home to roost. 

The policy of liquidation is based on the theory that 
there is too much of everything in this world and that 
prices are too high. The policy of “let ’em die” is based 
on the theory that there are too many in business. How 
did it come about that there are too many retailers, for 
Who put them in business? Who sold them 
Who gave them their 


instance? 
their fixtures on easy payments? 
first big line of credit? 

The opening up of new stores is only a small factor in 
the multiplication of retailers. Much more important is 
the “opening up of new outlets” by adding to the lines of 
existing merchants. tid 


In the last few years there has been great rejoicing’ at 
directors’ tables at the announcement that 10,711 filling 
stations from coast to coast are now handling our line. of 
crystal chandeliers; that 93.47 per cent of the peanut 
vendors of the United States are handling our line of 
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STRONG LET US TELL 
LIGHT YOU ABOUT 
SAFE SPRUCE LADDERS E DDE THESE LADDERS 


TRADE MARK N 


| AIR DRIED, FULL STRENGTH IN; 
CLIMB AND BE SAFE 
ON BABCOCK SPRUCE LADDERS 











































































































IT : 
Th 
Ww. W. BABCOCK CO., BATH, N. Y. & 














Are you getting 





your share of 


Poultry Netting 
_— Replace it 
The netting with the with A 


Rooster trade-mark 


will help you to in- KIMBALL 


crease your business 


because its unusual ELEVATOR 
quality is appreciat- ti) 6, Cl 
ed by customers. Is your elevator old | f Jysf, 
and shaky? Why not re- | 
place it with a Kimball 
machine—They are com- : 
. pact, powerful and safe— jf f J 

este dinten arti Tell us the job it has todo | £4 ,4-f 

& Wire Co. andlet us submit pricesand | £ 
data on machine to do it. 












At Your Jobber 


Worcester, Mass. 
What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 


Sliaatey@ | KIMBALL BROS. CO. 











1205-19 Ninth Se. 
Council Bluffs, Ia. 6AA 
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Replaces Many 
Wrenches 






The B&C Adjustable 
“S” Wrench pleases 
motorists because it 
can be quickly adjusted 
to fit about a dozen 
different size nuts. 


























Ask your jobber. 
BEMIS & CALL COMPANY 
Springfield, Mass. 
STERLING At last! A nail that 
you can feature 
with bigger profits and 
faster sales for it 
< PLITZ LESS 
Saneii: ann edges--more nails per pound -- 
made from virgin steel -- less bent nails -- less 
split wood. 
MADE IN ALL SIZES OF 
COMMON CASING FINISHING 
CEMENT COATED BOX 
LARGE HEAD ROOFING NAILS 
SPIKES and SPECIAL NAILS 
WRITE FOR FREE SAMPLES 
NORTHWESTERN BARB WIRE C0. 
Since 1879 STERLING, ILLINOIS 








OUT OF SIGHT— 
AND OUT OF MIND— 


Display . . . display. . . display 
. and still more display. 
What is out of sight is largely 


out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 
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rayon beach pajamas; that 74.39 per cent of the ten-cents- 
a-dance girls in the Gulf-Southwest States are handling 
our multiple turret lathes; that 101,711 gigolos in incorpo- 
rated places over 2500 are not just gigolos, but are agents 
for our line of microscopes and telescopes. 


It is apparently the ambition of every store and every 
stand to become a department store; and it is apparently 
the duty of those who have no such ambition. It certainly 
seems to be the duty of every manufacturer and whole- 
saler to do his utmost to encourage this. It is not too far- 
fetched to say that one of the reasons why the lathe 
operator has been selling apples on the street corner is 
because the sales manager of his former employers had 
the idea of selling his tungsten steel gears at roadside 
apple stands in Virginia. 


What have the manufacturers and wholesalers gained 
by multiplying outlets? How many of these outlets have 
ever been profitable? How many have been worth the 
clerical cost of handling their orders, let alone the cost of 
a salesman’s call? What have the manufacturers gained 
by hounding their own customers with new competition? 
Who gains by organizing our business system on the Chi- 
nese principle of drowning girl babies? Why create busi- 
nesses only to destroy them? 


The orgy of multiplying outlets in the last few years 
has magnified our present troubles by forcing unnecessary 
waste in distribution; unnecessary cost of selling; unneces- 
sary difficulty for the retailer in making a living. Back of 
it-is the crazy hunger for outlets and the indiscriminate 
granting of credit. Unsound credits at the beginning and 
ignorant and indifferent continuation of credit; and the 
scared and callous shutting off of credit at the end. Mer- 
chants are carried along when they shouldn’t be and are 
killed off when they shouldn’t be. Time and again the 
records of bankruptcy cases show that credit was extended 
by some manufacturer or jobber or banker up to the last 
minute; that the merchant was overloaded more and more 
up to the end; that creditors began to scramble out months 
before so that the other fellow would hold the bag. 


Back of it all is the theory that credit means the lending 
of goods to be paid for in the future. As long as business 
acts on that theory, credit will be misused and will be 
destructive instead of constructive. In credit, too, “money 
isn’t everything.” With credit must come help, planned 
development. It isn’t that there are too many small busi- 
nesses, but that there are too many inefficient businesses. 


What we need as much as we need anything today is a 
new credit policy; not a routine of looking up ratings and 
getting free information on risks from the bank and send- 
ing out a set of collection letters with colored stickers. 
What we need is a credit policy which is— 

Sound and cautious in encouraging new retailers or new 
outlets; 

Constructive at all times; 

Helpful in bettering business methods; 

Intelligent in eliminating unsound outlets in good times 
rather than in bad. 
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Ta-Bowl Game 

The Ta-Bowl 
game, made by 
The Turner & 
Seymour Mfg. 
Co., Torrington, 
Conn., is a table 
bowling game, 
which may be 
set up on any 
card table. Play- 
er sits behind 
the triangle of 
pins and the ball 
is swung in an 
arc. Only pins 
knocked down on the return swing are scored. Each game 
is individually packed, in shipping cases of six, weighing 
100 lb. Scoring instructions and score pads are packed with 
each game. Model illustrated lists at $5.00. Two other models 
are to be introduced, listing at $12.50 and $25.00, respectively. 
The $12.50 game has chromium plated rods, with black 
ebony finish corner posts and top casting with a white ball, 
while the pins are Chinese red and triangle is black. The 
higher priced game will have the same features as the medium 
priced type but will be packed in an attractive case together 
with an extra set of pins and an extra ball. 








Gardiner Solder 
In a New Package 


The Gardiner Metal Co., 
Chicago, Ill., has recently mod- 
ernized all of its packages of 
Gardiner Acid-Core and Rosin- 
Core Solder. The trade mark 
character, the ‘“Flux-Elf,” the 
small, rotund man with the 
large soldering iron, is used on 
all packages. Both the one and 
five pound sizes of acid and 
rosin-core solder are _ still 
packed on attractively litho- 
graphed metal spools and are 
now contained in bright, color- 
ful cartons with a paraffin finish. Present dealer prices, which 
are subject to change without notice, are 43c for one Ib. 
spools, 38c per Ib. on five pound spools, and 35c per pound 
on twenty lb. spools. Suggested retail selling prices are: 1 lb., 
65c; 5lb., 57c per lb, and 20 lb. spools, 53c. per Ib. 





Clements Junior 
Hand Cleaner 


The Clements 
Junior Hand Cleaner, 
made by the Clem- 
ents Mfg. Co., Inc., 
6650 S. Narragansett 
Ave., Chicago., II. 
Cleaner has fully en- 
closed non-oiling ball 
bearing eliminating 
all possibility of oil 
dripping on furnish- 
ings, says the maker. 
Dust bag is of large size, providing sufficient area to permit 


the special motor to develop its maximum cleaning power. 
It is of light weight, compact size and may be used to clean 
davenports, drapes, mattresses, clothing and the interior of 
automobiles. Soft bristle brush may be snapped on for clean- 
ing woodwork, books, etc. List price is $14.50. 
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The CLAWSON 
ICE SHAVER 






Snow King 


Holds Block of Ice 7" in Diameter 


Fquipped with Removable Cutting Knives—Ad- 
justable to shave coarse or fine. 
the ice into uniform crystal flakes, without lumps 
Our line includes sizes and styles of 
Ice Shavers (Hand Power or Electric) for every 
need—up to 300 Ibs. per minute capacity. Send 
for Folder and Prices on Complete Line. 


SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE CoO. 
FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 


or chunks. 


This thoroughly 
practical ice shaver 
with Enamel Pan 
may also be used as 
a table or bench ma- 
chine by simply re- 
moving the legs. 
This makes it pos- 
sible to shave the ice 
into a larger con- 
tainer when desired. 
Style shown is for 
Hand Power opera- 
tion and 


It always shaves 
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“X” marks the spot 
« « « where this Cole- 
man Dealer stood . . . when 
be heard about this new 
$1.50 Trade-In Sale. .. The 
Free Lamp... the New 
Low Prices... the gener- 
ous Profit Margin! Now he’s- 
clipping the coupon. He will 
soon have the “low-down” 





on this new live-wire selling program. Don’t let 
him get the jump on you. Take the coupon 
away from him and mail it yourself. 


QD3%6 
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"iil The 

Pa Coleman 

Pd Lamp & Stove Co. 
Wichita, Kansas 


Sure! Tell me about your 
new Trade-In Sale and Free 
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Lamp Deal. 
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Since 1883 the Enterprise Name 
has been associated with 


Iron Fences 


and Ornamental Iron Gates 


You can build a paying Fence 
business in your community with 
















































































6d /a = no investment in stock. 
TEAS PETE | 
j Enterprise 
y / Iron & Wire Fence Co., 
7 1100 East 24th Street, 
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Most imitated nozzle on 
the market—that’s the 
Boston Nozzle. Never 
equalled in quality. 

Simple. Substantial. 
Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
tons in full color 
lithographed dis- 
play packages. 


THE 
BOSTON 
NOZZLE 












meets the Demand for 
Better CANS .... 


Compression tests at _ the 
Pittsburgh Testing Laboratory 
definitely proved the New 
Guaranteed WITT to be the 
sturdiest Can on the market. 


Write for bookict. 


THE WITT CORNICE CO. 
2114 Winchell Ave., Cincinnati. O. 





\ gs. 


7 “E.7 — 
, WELDING COMPOUND 


IS THE BLACKSMITH’S 
REST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 











The “Lindy” Bank 
The “Lindy” bank is an at- 


tractive miniature replica of 
a life-size bust of the famous 
aviator. It is made of un- 
breakable metal 64% inches 
high, with antique gold finish. 
Key and lock plate on the 
bottom make it a_ practical 
savings bank. Durable Toy & 
Novelty Corp., 215 Fourth 
Ave., New York City, is the 


maker. 





Dolls with Rubber 
Arms and Legs 


The Ideal Novelty & Toy 
Co., 273 Van _ Sinderen 
Ave., Brooklyn, N. Y., of- 
fers Flirt dolls 
with rubber legs and rub- 
ber arms. “The Mama 
Doll,” illustrated, 
a patented feature of a 
head which turns and tilts 
in every direction. Head is 
mounted on a rubber neck 
and shoulder. The Flossie 
Flirt line is made to retail 
at suggested prices rang- 
ing from $3.00 to $9.00 
each. 


Flossie 


also has 





Girder Feature on 
Burrowes Junior Tables 


This leveling girder feature is used on the Junior tables 
offered by The E. T. Burrowes Co., Inc., Portland, Me. 
Girder is said to assure a level playing surface on the “Junior” 
tables. Any unevenness which might develop can be corrected. 
by the adjusting screw. “Junior” models are quickly set up 
and may be leveled with the screw ball feet. Cushions are 





made from the finest rubber and pockets are lined with 
bright red leathers and diamond markers on the rails.‘There 
are three sizes in the “Junior” line. No. 37 measures 59 by 
30 inches and stands 30 inches high, while No. 38 measures 
60 by 31 inches, and stands 31 inches high. No. 85 measures 
70 by 37% inches and stands 32 inches high. It is practical 
for adults as well as juniors. For this model billiard equip- 
ment, consisting of six rubber cushioned pocket stops, one 
spotted white ball and one red ball are available. 


HARDWARE AGE 

















Convention Calendar 


AMERICAN ASSOCIATION OF MAsTER LocKsMITHS, Fourth 
Annual Convention, Hotel Stevens, Chicago, IIl., Nov. 2, 
1931. J. Y¥. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, Ill.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Convention, New Palmer House, Chicago, IIl., Oct. 19, 
20, 21, 22, 1931. Charles F. Rockwell, secretary- treasurer, 
342 Madison Avenue, New York City. 

Iowa Reta HarpwarRE ASSOCIATION CONVENTION AND 
ExHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, Iowa Hardware Building, Mason City. 

Ituinots ReTatiL HARDWARE ASSOCIATION CONVENTION 
AND ExuiBiT. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing-director, 1141 Merchandise Mart, Chicago, III. 

Kentucky HarpWARE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 

MicHicaN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Harold 
Bervig, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 

New Encianp RETAIL HARDWARE DEALERS ASSOCIATION 
CoNVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; :Ex- 
hibition, Machinery Hall. Headquarters, Hotel. Statler, 
George A. Fiel, secretary, 140 Federal St., Room—225, 
Boston, Mass. 

New York StaTE RETAIL HARDWARE ASSOCIATION Con- 
VENTION AND ExposiTIon, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 

NortH Dakota RetTaiL HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Ou1o HARDWARE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HarRDWarRE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, Managing Director, Wesley Building, Philadelphia. 

SoutH Dakota RetarL HARDWARE ASSOCIATION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 
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SAMSON CORDAGE WORKS 


BOSTON. MASS. 


Yate) sn OO) .9 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
here 18 a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








Casita Profitable 
| IBS 
tools to keep pace with the changing de- 


mands of skilled mechanics. As a Brown & 
Sharpe Dealer you are able to secure a consis- 
tently profitable business from this important 
Brown & Sharpe Mfg. Co., 


The Brown & Sharpe policy is to add new 


class of customers. 


Providence, R. I. 


Brown & Sharpe Tools 


“World’s Standard of Accuracy”’ 








NET-WICK 
Poultry Fence Never Sags 
Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGB 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. ’ 

* 

















"TOOLS 


Diamond Tools 
are made in var- 
ious styles and fin- 
ishes to suit the 
requirements of 
your customers. 

All are guaran- 
Drop forged 
high grade 

Hold 
severest 


teed. 
from 
tool steel. 
under 
strains. 

Write for more 
detailed informa- 
tion. 


DIAMOND CALK 




















4622 Grand Ave., 


HORSESHOE CO. 
MINN. | 





DULUTH, 
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CLASSIFIED ADVERTISING 
RATES 


Accounts Wanted” 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent « 
word, minimum fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply te “Business Opportunities,” “Sales 
and “Sales Representa- 


tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines..... 

Each additional line 

All Capitals, Minimum of 5 lines.... 

Each additional line 
Average 10 words to a line 

Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, eatalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
D Geel. ovens vcccccckucsscses ose sQeee 
Each additional fmch..cccccccccces 408 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts deo 








- $3.00 net apply on Position Wanted or Help 

eoccecs coves -60 Wanted Advertisements. 
4.00 HARDWARE AGE is published each Thursday. 
eteme a .. 20 Forms close Nine Days previous to date of 


publication. 
Address your advertisements and replies te 


HARDWARE AGE, Classified Oppertunities, 
239 West 39th St., New York City. 














POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN AND SALES MANAGER for five years in charge of 
the selling organization of a hardware manufacturer manufacturing a 
nationally known hardware unit is open for engagement at once. Thoroughly 
conversant with the jobbers and large retail accounts from Minnesota 
to Texas and all states to the Atlantic Seaboard. Capable of taking entire 
charge of your business. Background and references the highest. Salary 
plus expense basis of remuneration. Address Box J-148, care of Harp- 
warE AGE, New York City. 





HARDWARE MAN with many years of retail experience desires a 
permanent connection with a progressive dealer; I have an expert knowledge 
of shelf and builders’ hardware, tools, paints, plumbing, electrical supplies, 
farm and garden implements. Can take complete charge of paint and 
builders’ hardware departments and am well versed in modern sales and 
merchandise methods. Excellent references. Address Box J-376, care of 
Harpware Ace, New York City. 


= HAVE HAD TWELVE YEARS OF EXPERIENCE with three years 


of road selling in shelf and_ builders’ hardware, paints, sporting goods, 
plumbing supplies, “ey yo and farming implements. Can fur- 
nish = of references. Address Box J-456, care of HARDWARE AGE, New 
York City. 





SALESMAN, age 36, married, eight years experience Metropolitan dis- 
trict of New York. Large personal following in hardware, housefurnish- 
ings, electrical supplies, nails, wire, desires position as salesman. Address 
Box J-457, care of HarpwarE AGE, New York City. 





HARDWARE MAN, age 41, married, well experienced in electrical 
goods, paints, housefurnis ings, etc., formerly manager of large retail 
store desires position preferably in retail store. Best of references. 
Address Box J-446, care of Harpware Ace, New York City. 





SITUATION WANTED. Christian, age 41, inside-outside salesman, 
collector. Sixteen years’ experience clerking, buying, marking goods, 
general hardware, plumbing supplies, chinaware, household furnishings, 


toys, stoves of any type, cream separator. Implement repair expert, gas 
appliance fitter, estimator. Also traveled on road seven years for large 
— factory. References furnished. Address GEORGE T. MARSHALL, 
aston, Mo. 





HARDWARE MAN, experienced in wholesale and retail merchandising, 
open for —— or willing to travel. Good personality, highest 
class references pable of handling national distribution. Experienced 
in sales promotion work. Forty years of age, sober and industrious, well 
acquainted central states, middle west and south. Nominal salary to start. 
Address Box J-450, care of Harpware Ace, New York City. 





SITUATION WANTED-—Salesman, twenty-seven years old, eight years 
selling for specialty house having an established clientele in Hardware, 
Variety and Department store trade in Southern Ohio and Northern Ken- 
tucky. Would like to make connection for a good factory line or with 
some reliable selling organization that has room for advancement to the 
right party. (Free to travel any place.) Best of references furnished on 
request. Address Box J-452, care of HarpwarE AcE, New York City. 





SALES OR FACTORY MAN desires connection with manufacturer of 
tools, builders’ hardware. Either inside or out. Past experience Sales and 
Factory management. Age 40. Can go anywhere, references.” Well known 
to Jobbing and large Retail Trade. Address Box J-434, care of HaRDWARE 
Ace, New York City. 





HARDWARE MAN, 45 years of age, married, has had 5 years’ ex- 
perience in the retail hardware business and all its branches desires 
permanent connection with a reliable firm; willing and conscientious 
worker, best of references. Address Box J-448, care of HARDWARE AGE, 
New York City. 





CATALOG COMPILER, thoroughly experienced in hardware, tools, 
mill supplies, etc., capable of taking entire charge of making catalogs for 
jobbers or manufacturers. Can furnish sample pages or names of ton- 
- ae catalogs made. Address Box J-286, care of Harpware AGE, New 

or ity. 





PLATER, 27 years’ experience. Can produce all plated and antique 
stain-finishes on all metals. Capable of taking charge of installing, plating 
and polishing department. GEORGE FROHM, 326 Columbus Avenue, 
New York City. 





ALL AROUND MAN capable of taking charge, experienced in the fol- 
lowing lines: Builders’ Hardware, Factory Supplies, Tools, Mixed Paints 
and Brushes, Sporting Goods, Fishing Tackle, Cabinet Makers’ Supplies, etc. 
Address Box J-451, care of Harpware Ace, New York City. 





AGGRESSIVE SALESMAN, 33, married, for representation in Phila- 
delphia and nearby territory desires line catering to hardware and de- 
partment store trade. Best of references. What have you to offer? Ad- 
dress Box J-454, care of HarpwarE AGE, New York City. 





EXECUTIVE, several years experience as Manager of Claims, adjust- 
ments and mail orders. Also experienced in all office departments. Mar- 
ried, desires connection with jobber or factory preferably operating in the 
Midwest. Address Box J-455, care of HarpwarE AGE, New York City. 
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SALES REPRESENTATIVES WANTED 


SALESMEN WANTED who are calling on Wholesale and Retail Hard- 
ware, and Mill supply houses to sell Manila Rope, Sash Cord, Clothes 
Lines, Cotton Twines, Cotton Rope, etc., at competitive prices, on a com- 
mission basis. References required. Application by letter stating terri- 
tory covered and also what experience in the sale of cordage. Address 
Box *J-453, care of Harpware AGE, New York City. 


ROPE SALESMAN WANTED. 
lb. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 








100 per cent pure Manila rope, 14c. 
United Fibre 








SALES ACCOUNTS WANTED 


I HAVE EMPTY LOFT, and_would like to act as: distributor for 
some manufacturer in the West. I am in a position to handle and ship 
all orders for distribution in the East. Only 41 miles from New York, 
as references. Address JOHN A. MILLS, 46 Main Street, Norwalk, 

onn. 


MANUFACTURER’S AGENT, covering Eastern Penna. and New 
Jersey, wants additional lines. Hardware and Housefurnishings. Unusual 
representation by a High Grade man. If fhterested in_ real distribution, 
let me know what you have. H. S. ERBE, Marlton Pike and Hoffman 
Ave., South Merchantville, N. J. 











YOUNG MAN with car would like to represent reputable manufacturer 
in Metropolitan New York on straight commission basis. Address Box 
J-445, care of Harpware Acer, New York City. 








Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 
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Get Ready for the Fall Demand 
for LEATHER! 
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Lion Brand Guaranteed Strips 
are put up in packages as illustrated 


Retail price marked on each strip, totaling 
$5.50 per package 

Cut from high grade Oak tanned leather. Assorted 
weights and lengths in each package. Carefully selected 
and priced by experts according to quality and weight, 
thus giving consumer benefit of expert judgment. 
Retail prices of strips range from 25c. to $1.00. 
No left-overs. Every Strip will sell at full price. 
LION STRIPS may be used as refills for “LION” 
Cabinets or for sale on your counters independent of 
Cabinet. Your jobber can supply you at $3.75 per 
package. 


WILDER & COMPANY 


Manufacturers Since 1877 


1038 Crosby St., Chicago 





























KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 





Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 


KIMBALL BROS. CO. 
1205-19 Ninth Sk. ~ Council Bluffs, Ia. 
5AA 











































The Wolves of Lenox 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
m™ agely snapping jaws they broke 
from the Highland forests of old 
» Beotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
— of Lenox were on the 
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Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity. that has 
spread to every corner 
of the land—a demand 
for “the tools in. the 
plaid box” —from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and , ae lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- - 
day. 
The tools in the Plaid bex 


American Saw & 
Mfg. Co. 
Springfield Mass. 
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IVER JOHNSON SCORES AGAIN! 
THE NEW .22 SUPERSHOT 





SEALED EIGHT 





Safety Plus More Safety 


-22 SUPERSHOT SEALED EIGHT 








The Iver Johnson .22 SUPER- 
SHOT SEALED EIGHT has 
many points of unusual merit 
not found in any other revolver. 


PREDOMINANT FEATURES 


Sealed Cartridges—Each Chamber and the Extractor are 
counterbored so the heads of cartridges are flush with the face of cylinder. 
This makes a solid protection of surrounding steel, thus safeguarding against 
the possibility of the head or the rim of cartridge bursting with the resultant 
danger of flash of hot gas. (Note illustrations at right.) 

Cylinder of High Carbon Alloy Steel—This is heat treated and makes the 
strongest cylinder possible to construct. 

De-Flex Rib—Makes sighting easy by deflecting distracting rays of light. 

Scored Trigger—Prevents finger-slip or creep. 

Independent Cylinder Stop—Prevents cylinder turning to an empty shell. 

Piano Wire Springs—Every spring of open-wound piano wire, heat treated. 
They do not weaken or break. 

“Hammer The Hammer’”—tThis patented safety device makes accidental dis- 


charge impossible. SPECIFICATIONS 


.22 caliber on extre heavy frame. 8 shots with Counterbored Chambers and Extractor. Barrel 6 inches, 
with Patridge type rear sight. Blued finish with gold front sight and lettering. Scored Trigger. Western 
one piece grip of specially selected walnut, beautifully hand-checkered. Weight 24 oz. Shoots .22 Long Rifle, 
Long and Short Rim Fire cartridges. Shells are automatically ejected. Hach Revolver is sealed-wrapped in 


isture-proof transparent cellophane paper. 
“Tor neater and accuracy each Sealed Eight is tested and targeted with proof loads developing 
10% greater breech pressure than any .22 long rifle factory-loaded cartridge, and we believe it to be the 
strongest and most accurate .22 caliber revolver of its type and weight made. 


Retails at the Surprisingly Low Price of 
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IVER JOHNSON’S ARMS & CYCLE WORKS 


Executive Offices Fitchburg, Mass. 
New York, 151 Chambers St. Chicago, 108 W. Lake St. San Francisco, 731 Market St. 


ORDER THROUGH YOUR JOBBER 











CYLINDER CUT 
AWAY SHOWING 
THE ENTIRE 







CARTRIGE HEAD 
SEALED IN THE 
CHAMBERS 


COUNTERSUNK CHAMBER 
COUNTERSUNK EXTRACTOR 


J 
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This shows the manner in 
which each chamber and the 
extractor are counterbored, 
thus sealing every cartridge 
head with a wall of steel. 
This safeguards the heads of 
cartridges against bursting. 


IVER JOHNSON MEANS SUPER- SAFETY 


SEPTEMBER 10, 1931 































The Selling Cost of Weather Strip Under the Back 
Stairs Is High—While Bosley’s “Bomeco” 


on Your Counter Sells Itself 


There are dealers who stock weather strip 
under the stairs, in the basement, or in any 
well hidden place—then loudly claim it is a 
slow seller. ‘We have no call for it,” is 
their cry. 

Do you, friend dealer, have much call for 
haircuts and shaves? No. But put a bar- 
ber pole out front and you will. If you 
want to stick to the hardware business omit 
the barber pole and 
display Bosley’s Weather 
Strip—in your window, 
on your counter, right 
_.. out where customers 
~ve Can see it. 

Ponder a moment on 
this: The selling cost 
on Bosley’s “Bomeco” 
Weather Strip, one of 


THE 
D. W. BOSLEY CO. 


Self-Measuring 
Marked at Every Foot! 





OSLEY’ 


Trade Mark Registered 


Weather Strip 


our good customers tells us, is lower than 
that of any other item in the store because, 
properly displayed, it sells itself. 

When you stock Bomeco your jobber 
furnishes the Bomeco Display Stand and 
Self-Coiling Take Off Reel. This com- 
bines display value with easy convenience 
in making the sale. Bosley’s Bomeco 
is accurately measured and marked every 
foot at the factory. 
You simply watch the 
marks and _ feed the 
strip into ready-coiled 
form. Sells itself. 
Coils _ itself. The 
leading wholesalers 
supply Bosley’s — 
all styles — all pack- 
aged. 


CHICAGO, ILL. 


HARDWARE AGE 
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